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The tensile strength of, Manila 
fibre makes it an ideal rope ma- = 


terial. These thread- TDPRI O oy 
some of them 15 to 25 cody 
are surprisingly hard to break 

with a steady, lengthwise pull. 


se . eI . . Before fibre is classified at the 





bodega, it is cleaned and the) 
tips cut. Each tip cutter handles 
at one time a picul of fibre 
averaging 140 pounds. 


Rope was made in the Colonies 
as early as 1641. It was consid- 
ered so important an industry 
that the manufacturer was given 
a monopoly for several years. 
Just prior to the War of 1812, 
however, there were 173 rope 
walks supplying the young na- 
tion’s growing fleet. 
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After the abaca is stripped and dried on the Philippine plantations, | 
umbian resident buyers judge its appearance, strength and pli- 
lity. The choicest fibre is then delivered to Columbian’s bodegas 
ading and packing plants) at Davao, Cebu, Tacloban and Bicol. 

nee Senne ene oe Sen : ; COLUMBIAN ROPE COMPANY 
¢, Filipinos who have spent their life at this one occupation sort 
fibre i . i 400-70 GENESEE STREET 

re into various grades. A Columbian inspector then accepts or 
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By controlling its Manila fibre purchases at the source, Columbian x 
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kes sure you get a finer, more dependable rope. i SNYy 
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*Registered trade-mark 


‘Longest-Lasting Screening! 
you can buy!" 


Here’s what he’ll tell you: 


“Take a look at the LuMITE Box SCORE—you'll see why 
LuMITE screen cloth is way at the head of the class! 











“And LuMItE has a ‘handle’ that makes it easy to feature— 
“THE LONGEST-LASTING SCREENING YOU CAN Buy!’ Try , 
and beat that for a feature story! 


‘“LUMITE gives you the two things you need to make your 
cash register sing out loud—a stand-out product and a 
stand-out sales-story. It’s not surprising that I sell a lot of 
LuMITE!” 


HERE’S THE INFORMATION YOU’VE BEEN WANTING ! 


LUMITE BOX SCORE 


Compare Lumite with others, feature by feature, and you too will 
feature the features of Lumite! 


MR. JACK HARDING 
Harding Hardware Co., Rowayton, Conn. 





Ask your wholesaler for 
FREE LUMITE SALES AIDS! 


LUMITE DIVISION 
Chicopee Mills, Inc., 40 Worth Street, New York 13, N. Y. 


LUMITE 


METAL “A" 


METAL “B" 


METAL “Cc” 





Resistance to weather 
(weathering tests) 


longest- 
lasting* 





Resistance to blows 
(impact tests) 


strongest 





Can it rust, pit, oxidize 
or corrode? 


NO 





Harmed by humidity, 
salt air, smoke or fumes? 


NO 


YES 





Can it cause stains? 


NO 


NO 





May it need protective 
painting? 





NO 








YES 


YES 





YES 








LUMITE is ideal for every exterior use! 


*Under the worst exposure conditions. 
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why is EAGLE 


your ideal 
NIGHT LATCH LINE? 


Because: 


is one of the smartest, most eye-appealing night 
latches in the market today. . . with salable plus 
values in its brass bolt and high security 5-pin tumbler 
brass cylinder. Sparkling modern finishes. Deadlocked 
bolt feature. 










is your rugged, top quality, cast iron 5-pin tumbler 
general purpose night latch. Comes in four varia- 
tions to meet your customers’ needs with or with- 


out deadlocked bolt feature. 


is your popular deluxe gold bronze finished lock of 
rustless alloy with brass bolt, 5-pin tumbler cylinder 


and deadlocked bolt feature. 


is Eagle’s fast-selling “jimmy proof” deadlock of 
rustless alloy with solid brass cylinder. Highest se - 
curity with 5-pin tumbler cylinder and steel bolt 
with hardened steel cores. Smartly styled in metallic 


luster finish 


meets a wide popular demand for a lighter duty, 
cast iron deadlock with high security 5-pin tumbler 
cylinder and cast iron bo!t with hardened steel 
cores. Bolt has 3/4” throw. 


the EAGLE LOCK 





These are your basic night latches and deadlocks. 
All are standard size, with standard 23/8” backset. 
There are none better in their respective classes. . . 
designed for customer appeal, built for customer 
satisfaction ... priced and packaged for your profit. 


See your Jobber 


COMPANY 
TERRYVILLE, CONNECTICUT 


Subsidiary of Bowser, Inc. 
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product 


MADE IN U.S.A. 
N CHAIN AND CABLE COMPANY, 
ICAN CHAIN DIVISION =.-YORK.PA- — 


Put Out Some AMERICAN Chain 


@‘‘Chain is one of those things it pays to keep out where men can 
see it and get their hands on it.’’ That’s what an American Chain whole- 
saler’s salesman said. And—you know it’s true. They pick it up, feel its 
sturdiness, and buy it. 

You can get these convenient-to-display ACCO-PAKS in popular 
sizes of both Proof Coil and BBB chain. This is a good time of 
year for chain sales, so mark “‘ACCO-PAKS” down in your book 
today—or call your local AMERICAN CHAIN wholesaler. 


American 
AMERICAN CHAIN DIVISION Ch ° 
AMERICAN CHAIN & CABLE ain 


York, Pa., Atlanta, Chicago, Denver, Detroit, Los Angeles, New York, 
Philadelphia, Pittsburgh, Portland, San Francisco, Bridgeport, Conn. 
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just Among Ourselves 


Informal Editorial Comments 


But Why Don’t 
They Buy? 


From all the reports we get, most dealers are 
not too happy with the volume of the past few 
months. While there is hope that the advent of 
open weather will encourage the usual seasonal 
bulge in sales, there still persists the feeling that 
consumers are quite buy-wary and are not going to 
start spending freely just because its Spring. 

We’re heard a thousand people express a thou- 
sand reasons for this reluctance of consumers to 
spend more freely. The economists tell us that con- 
sumers have lots of money to spend; more than 
they ever had. Our grasp of economics is pretty 
much limited to what we can count on the fingers 
of both hands, and while we agree that most people 
are certainly handling more money than ever be- 
fore, we wonder if they are actually able to hang 
on to as much as the economists say they do. 

With the dollar devaluéd until it takes $9000 
today to do what $4000 did in 1939, and with taxes 
of all types steadily taking a larger chunk out of 
the pay envelope, we wonder if most folks aren’t 
just plain worried about how little money they 
actually have at today’s inflated levels. 

A feeling of that sort is going to tend to make 
Mr. Consumer spend carefully; he’s most likely 
going to want to feel he’s getting a bargain before 
he spends. 

And right there you have the nub of the problem 
facing retailers today. Whenever we mention the 
word “bargain,” some merchants can think of only 
one thing .. . a cut price. They seem to overlook, 
or have forgotten, that actually a “bargain” is a 
state of mind, or, as the dictionary puts it, an 
“advantageous transaction.” 

Thus, the purchase of an item at a fair price on 
the basis of its convenience, its labor saving, or 
its money saving advantages, is just as much a 
bargain as the purchase of an item just because 
the price is cut. 

This type of selling is what this country has been 
built on in the past. But it seems to have faded out 
of the picture. Thus, we find many retailers giving 
merchandise away, instead of selling it at a fair 
price and using salesmanship to convince the con- 
sumer that he is, in fact, getting a bargain in the 
true sense of the word. 

The more we visit around retail stores, of all 
types, the more convinced we are that the big 
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By W. A. Phair, editor 


problem today is not the lack of consumer interest, 
but in the lack of salesmanship at the retail level. 
We won’t bore you with concrete examples of this 
lack of selling sense. You are all, no doubt, well 
acquainted with it yourself. 

But are you doing anything about it in your 


store? 


Water Systems— 
An Opportunity 


The coming of Spring opens many worthwhile 
selling opportunities to hardware dealers. One of 
the potentially most profitable of these oppor- 
tunities is water systems. 

While water systems are basically a year ’round 
item, the greatest interest undoubtedly is in the 
spring when the ground is at the point where it 
can be worked, and wells can be driven. In an effort 
to aid dealers capitalize on this peak of interest, 
leading manufacturers of water systems and 
various electric companies are again this year 
sponsoring a national promotion of “Water Sys- 
tems Month.” 

With May designated as Water Systems Month, 
the promotion will include extensive consumer ad- 
vertising by manufacturers and power companies, 
and various store kits to permit dealers to tie into 
the program at the local level. Reports to date indi- 
cate that some 60,000 dealers will participate in the 
“Water Systems Month” promotion this year. 

Selling water systems is profitable for hardware 
dealers not alone for the profit on the original sale, 
but also because such a sale opens up the chance for 
almost limitless sales of related merchandise, all of 
which is carried by the average store. 

Because HARDWARE AGE editors believe that 
selling water systems is profitable and logical for 
hardware dealers, this issue contains a compre- 
hensive Water Systems Selling Guide designed to 
help improve your sales of this important merchan- 
dise, and to show how you can benefit from the 
national publicity generated during Water Systems 
Month. This guide begins in this issue on page 69. 

Selling water systems is not complicated or dif- 
ficult. But like any worthwhile selling effort, suc- 
cess depends largely on careful training and careful 
planning. The information given in the Water 
Systems Selling Guide in this issue tells you what 
selling activities other dealers find helpful in build- 
ing sales of water systems. It shows you how deal- 
ers can tie into the national promotion, and it gives 
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you a first hand report of how a group of dealers in 
Pennsylvania were able to do an outstanding job 
last year. 

This feature is worth your careful reading; it 
begins on page 69. 





Yesterday's Window 
Is No Good Today 


One important phase of retail selling that is gen- 
erally mistreated these days is store windows. 
There’s a saying that nothing is as dead as yester- 
day’s newspaper. It can also be said that nothing 
is quite so uninteresting as yesterday’s window. 

We don’t mean that windows should be changed 
every day; that isn’t quite feasible. But once a 
week is not too often, with the change being made 
on Friday night. 

Dealer after dealer has told us, and we have so 
reported in the pages of HARDWARE AGE, that a new 
window display has a direct beneficial effect upon 
sales. Yet, it seems difficult to convince most deal- 
ers that windows can be potent selling tools, despite 
the fact that the nation’s outstanding merchan- 
disers have proved this beyond question. Just watch 
the windows of the chain and mail order outlets; 
note how often they change, and how much thought 
goes into each window. 

Trimming a window is not difficult. It does take 
time, but it pays well for the time expended. You 
can get literally hundreds of window ideas from 
the pages of HARDWARE AGE. We make it a point 
to publish photos of windows as frequently as pos- 
sible. These are not dream windows, cooked up by 
people sitting behind desks. They are windows 
4 were actually used by dealers just like your- 
self. 

Many manufacturers also offer window trim 
ideas, including streamers and backgrounds and 
layout diagrams to simplify the job. These are 
simple to use, and some of them are extremely ef- 
fective. Read the ads in each issue and you'll see 
many offers of this type being made by manufac- 
turers. 

We often speculate that if half the time spent in 
complaining about business was instead devoted to 
putting in a new window trim, we could almost 
double the volume of hardware sales. 


Mr. Arnall Needs 
The Facts of Life 


While most retailers and manufacturers across 
the country are discussing ways of stirring up 
business as they watch prices slowly ease down- 
ward, Ellis Arnall, the new director of price sta- 
bilization is telling Congress that there is an 
urgent need for continuing price ceilings. Ceilings 
on what? Hot air or bureaucratic jobs? 

Mr. Arnall told congress that .. . “price softness 
is pronounced only for the raw material, but hardly 
present at all in the retail store.” 

Somebody better take Mr. Arnall by the hand 





and teach him the facts of life. Let him stand be- 
hind a counter for a while and get the facts first 
hand. 

The new price stabilizer pleads that OPS regula- 
tions stopped inflation. Anyone who takes the 
trouble to observe the behavior of price movements 
will realize that OPS ceilings had very little to do 
with the present price situation. 

The real factors behind inflation are matters en- 
tirely beyond the control of OPS. To say that OPS 
has battled and stopped inflation is to say that you 
can put out a bonfire with an eye dropper. 

Taxes, government spending, interest rates, etc., 
the real factors in monetary expansion, are not 
even considered by Mr. Arnall. 

The price stabilizer told congress that thought 
was being given to decontrol some items and to 
simplify controls on others. When President Tru- 
man originally asked for price controls, he asked 
for blanket controls on the basis that you couldn’t 
do an effective job unless you had controls on prac- 
tically everything. Now Mr. Arnall finds that 
isn’t so. 

Meanwhile, the new wholesale order is still in 
the works. It would probably be expecting too much 
to expect that this order will be permanently 
shelved. Yet, there would hardly be any sense to 
bringing it out now, at a time when decontrol is 
being discussed. 

The whole business picture is one that recom- 
mends prompt cancelling of price regulations, to 
remove the burden of excessive bookkeeping and 
endless forms from the backs of business. But 
against this you have the shadow of an election 
year and thousands of government jobs, so it seems 
that if any action is to be taken, it must be taken 
by Congress. OPS obviously won’t take it. 

Mr. Arnall’s talk before Congress included a 
criticism of the Herlong Amendment. His remarks 
demonstrated again that we still have politicians 
for OPS directors. Mr. Arnall parroted exactly 
the same inaccuracies and the same ignorance of 
business that Sen. Blair Moody displayed in his 
attacks last fall on the Herlong Amendment. 

Let us quote what the OPS director says, and 
when you read this bear in mind that as he makes 
this statement another government agency is spon- 
soring a new round of wage increases that will 
eventually affect every wholesale house and retail 
store: 

“As a practical matter, consideration of fairness 
and equity would today frequently require preser- 
vation of pre-Korea percentage margins. However, 
in other cases, a reduction in this margin might be 
perfectly fair to all concerned. Yet such a reduction 
would not be legally possible. 

“The amendment has the particular effect of 
preventing dollars and cents pass-through of in- 
creased costs ... even though such a pass-through 
would be entirely equitable to the distributive 
trades.” 

From these comments, it can be seen that unless 
the distributive trades are alert, OPS will again 
endeavor to foist unequitable dollars and cents 
margins on wholesalers and retailers when the new 
Defense Act comes up for hearings. 
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STANDARD DUTY 
KEY ‘N KNOB SET 


The “Sherbrooke” lockset is a fast 
seller for homes, apartments and 
other light construction. Made of 
the finest materials ... designed 
for quick installation ... engi- 
neered for smooth operation. 
An exclusive Lockwood fea- 

ture permits easily equalized 

knob projection on doors 134” 
or 134” thick. Made in a range of 
functions to cover all locking re- 
quirements. A REAL profit-maker. 
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BOR-A-LIGN LIGN LOCKSET 


FOR LOW COST HOUSING 
Push this Lockwood Bor-a-lign 
lockset — especially designed for 
economical installation. Steel 
aligning units guarantee free 
working assembly of knobs. 
trim and lock on door. Made 
with functions for passage 
doors, without locking feature. 
and with privacy locking button 
inside, for bath and bedroom 
doors. Packs plenty of sales 


‘= ze ae appeal, J | 
Be Lohvmd) Bee 4 
EASY TO SELL... 


Because of outstanding construc- sets. Check your stock and place 
tion features ... plus smart design your orders NOW. Don't forget to 
and quick installation...Lockwood order business-building merchan- 
dealers boost sales volume and _ dising samples for display 
profits with these easy-to-sell lock- and demonstration. 
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NEWS and VIEWS 


By Washington Bureau of 
HARDWARE AGE 


Government Now Planning Some 
Minor Price, Decontrol Action 


Government officials are now reluctantly getting 
ready to take the first steps leading toward decontrol. 

Ellis Arnall, OPS Chief, is directing his staff to 
prepare the necessary paper work involved in the lift- 
ing of price controls from such products as hides, wool, 
tallow, burlap and edible fats and oils. 

Plans are being formed at present for removal of price 
controls from any metals or foods. Arnall sums up the 
government’s position on those commodity groups this 
way: “As a practical matter, we can’t afford to demo- 
bilize our armor against inflation now.” 

As far as production controls are concerned, plans 
are now being drafted by NPA to start removal of steel 
controls in the final quarter of this year, and lifting 
of aluminum controls in the first quarter of 1953. 

Currently the NPA timetable calls for decontrol of 
many types of carbon steel beginning with the fourth 
quarter. Only heavy plate, bar and seamless tubing 
will be retained under CMP. 

OUTLOOK—Control officials are firm in 

their belief that any premature lifting of con- 

% trols, even on materials in easy supply, would 

have the effect of boosting prices and placing 

unduly heavy burdens on non-defense trades 
and industry. 


Imports and Home Expansion 
To Insure Sufficient Aluminum 


Proposals to step up imports of aluminum from 
Canada are gaining support from increasing numbers 
of congressmen. 

Defense mobilizers are pushing approval of the 300,- 
000-tons-a-year import program on the grounds that 
national defense needs, plus necessary production of 
civilian goods, requires it. 

Fabricators, although opinion among them still is 
mixed, generally regard the plan as a form of guaran- 
tee against loss of supplies during the coming push in 
the rearmament drive. 

But industry and government officials are agreed 
that the discovery of new uses for aluminum during 
the next few years may quickly and effectively upset 
the current balance between supply and demand. While 


10 


it is conceded that the present market situation is more 

favorable for all types of consumers a definite feeling 

of unrest as to the form and size of future military de- 
mand persists among all planning agencies. 

OUTLOOK—Sam Anderson, Washington’s 

aluminum “Czar” believes that the nation 

needs a stockpile of 8,000,000,000 pounds of 

aluminum by 1960. This goal envisages not 

3 only adoption of the proposed Canadian im- 

port program, but also the immediate execu- 

tion of the proposed “third round” of domestic 

aluminum expansion—a program designed to 

increase U. S. Capacity by about 140,000 tons. 


Military to Buy More Civilian 
Goods; Retail Supply Protected 


Military and defense purchases of what are called 
“housekeeping” items will be stepped up immediately. 

These items include numerous hardware and other 
civilian hard goods such as metal furniture, shelving, 
cabinets, lockers, brooms and brushes, stoves and va- 
ried types of utensils. They do not include refrigera- 
tors, lawn mowers, window shades, cutlery and such. 

This does not mean a deeper take by the government 
from supplies now available to hardware and other re- 
tailers. Officials say that they expect to be able to 
offset largely the military buying of such goods by mak- 
ing additional allotments of controlled materials avail- 
able to cover it. 

This means, explains Harry J. Holbrook, head of 
NPA’s consumer durables division, that manufacturers 
of those goods “can fill defense orders without drawing 
on materials needed to supply their share of the civilian 
market.” 

An additional 81,000 tons of steel, 3,800,000 lb of 
brass, 700,000 lb of copper and 2,800,000 Ib of alumi- 
num have already been set aside for producing mili- 
tary consumer durables during April, May and June. 
This is figured as covering 80 pct of such requirements. 


OUTLOOK—Look for an increasing supply 
of civilian hard goods becoming noticeable 
about June. Third quarter allocations will be 
raised above second quarter levels by at least: 
steel, 15 pet; copper and brass, 10 to 15 pet; 
and aluminum by 20 pct. 


(Continued on page 154) 
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For more than thirty years Master has been 
in there “pitching” for the Independent Trade 
. .- helping to keep the profit pennant 
flying from your flagpole! Master is proud 
of its position on the jobber-dealer team. . . 
and will continue to “pitch” for you with 
sales-winning merchandising, popular 


prices, and the world’s finest padlocks! 


IT’S A HIT! 
Top favorite of dealers all over the 


WED Oe eUIUTE cxsatey to See lastasting Ha. 500, 


protection for only 65¢. 


Make sales faster with 





Master Jock Company, Milwaukee 45, Wis. 
World's Leading Padlock Manufacturers 
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LATEST 


Outdoor Cooking Utensils 


There are three new sets of 
matched Androck stainless steel 
outdoor cooking tools, packaged in 
colorful yellow boxes with hinged 
stand-up covers for display pur- 
poses. The seven-piece Chef Set No. 
447, shown here, has all tools neces- 
sary for steak, frankfurter and 
hamburg cooking. The smaller Bar- 
becue Set No. 423 has a fork, ham- 
burg turner and spoon, and Grill 
Set No. 433 has a Red Hot Roaster, 
Hamburgrill and Hamburg Turner. 







*\ (Stuinl inlaw O80 feet | 


on cooKING 


ese” 








7, 
42 
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All sets feature rugged handles with 
rawhide thongs for easy grip. The 
Washburn Co., Worcester, Mass. 





Multi-Stage Electric Pump 


Here is a new multi-stage elec- 
tric pump, the Rapidayton Super 
Multi-Stage Vertical Pump, for use 
in deep and shallow wells. It makes 
use of the axial flow principle, and 
has multi-stage diffusers of brass 
or steel. The one-piece pump case 
is of heavy steel. There is an adap- 
ter flange for suction and drive 
lines, and the pump has a cartridge- 
type seal that can be replaced with- 
out disassembling the pump or dis- 
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INFORMATION ON NEW 


turbing the piping. Models for deep 
wells, up to 200 ft., are equipped 
with jet assemblies and standard 





NEMA motors from % to 2 hp. 
Shallow well pumps have % to 2 
h.p. standard motors. Dayton Pump 
& Mfg. Co., 500 N. Webster Ave.. 
Dayton, Ohio. 


Glass Fly Rods 


A new series of Actionrod tubu- 
lar glass fly rods, the Series 2000 
rods, range in length from 7 ft. 
6 in. to 9 ft., and from 4% to 6 oz. 
in weight. The two-piece rod has a 
natural finish, plated ferrule and 








durable plastic reel seat, butt guide 
and hardened steel snake guides 
with colorful windings. Each model 
has an attractive protector bag. Re- 
tail for the rods is $11.95. Orchard 
Industries, Inc., 18404 Morang Dr., 
Detroit, Mich. 


PRODUCTS AND SERVICES 


New Charcoal Grill 


A flat bed fire pot without air 
holes or vents, plus a simple proce- 
dure for quick starting and main- 
taining a flameless fire, are features 
of this new Titan “Flameless” char- 
coal grill. Cooking is done by infra- 
red rays from slow burning, ash 
covered coals that heat evenly the 
large cooking surface. There is a 
large wire grill that doubles as a 
folding steak turner, and a handy 
metal shelf provides working sur- 
face. The green and yellow unit is 


1 





folds 


construction and 
easily for carrying or storage. Re- 
tail is $16.95. With each grill, a 


all-steel 


booklet, “Outdoor Cooking at Its 
Best,” is offered free, or sells sepa- 
rately for 25¢ each. Titan Mfg. Co., 
Inc., Buffalo 10, N. Y. 


Roto Clipper Lawn Mower 


Retaining the basic design of 
Falls rotary type mowers, this re- 
fined Model CL-18 roto clipper lawn 
mower is now available with a 
Lauson 2 h.p., 4 cycle single cylin- 
der, governor controlled engine. 
Width of cut is 18 in., and height 
of cut is 1-3 in. A sturdy outboard 
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bearing engine mounting supports 
the lower extremity of the crank- 
shaft close to the direct-driven 
heavy gage steel blade holder, and 





cutting blades and holder are com- 
pletely enclosed. Equipped with 
two 10-in., easy rolling wheels and 
a 2-in. trailer roller. Falls Prod- 
ucts, Inc., Genoa, IIl. 


New Game 


Here is the Little Red School 
House game, designed for pleasure 
but with educational value for all 
children of primary school age. 





There is a playing board with a 
rotating dial underneath, a set of 
three question and answer discs, 
four playing pieces, a pack of cards 
which control the moves of the 
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FOR THE HARDWARE DEALER 


in hardware merchandise... 


pieces, a set of letter cards, eight 
red school houses, awards, and com- 
plete directions. Players progress 
by drawing cards on which simple 
arithmetic problems indicate the 
number of spaces to be moved. Gold 
stars are awarded in certain in- 
stances, and the child with the most 
stars at the end of the game is the 
winner. Suggested retail price is 
$3.00. Parker Bros., Inc., Salem, 
Mass. 


New Pump Models 


Added to the “HN” line of Ejecto 
water systems and pumps are 1% 
and 2 h.p. motor sizes with full 
variations for specific uses. The 
variations include a shallow well 
Ejecto pump, a deep well twin-type 
and a deep well packer type. The 





new sizes offer all the features of 
the. smaller systems in the. line, but 
are designed for greater head and 
capacity. The 1% and 2 h.p. pumps 
are available for single or two pipe 
installation, shallow and deep well. 
The single pipe or packer type is 
made for use in 8 and 4 in. wells. 
(Continued on page 116) 








































TO HELP YOU 


SELL 


NEW DISPLAYS 


AND OTHER DEALER 
SALES HSQhe oe 





Electric Tool Demonstrator 


This attractive new demonstrat- 
ting electric tool merchandiser has 
a handy electric socket permitting 





the dealer to plug in any of the 
Black & Decker utility tools for a 
demonstration. The unit is of 
blonde oak plywood and topped with 
a blue, white, orange and black 
two-faced illuminated sign. Among 
the 54 B & D utility tools and ac- 
cessories included on the display 
are % and % in. drills, sander- 
polisher, drill kit, drill stands, roto- 
hone attachment, drill bits, wood 
augers, sanding discs and wire 
wheel brushes. Black & Decker 
Mfg. Co., Towson 4, Md. 


Door Locks Movies 


Two interesting films on door 
locks are now available free for 


(Continued on page 140) 
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Trade Picking Up 
But Big Ticket Items 
Are Still Hard to Move 


Retail business apparently is be- 
ginning to show improvement, ac- 
cording to latest reports, and hard- 
ware stores are sharing in the 
slight upturn. 

While there has been a notice- 
able lull in retail trade in recent 
months, it probably hasn’t been as 
pronounced as it would appear to 
be, as a good look at the latest re- 
tail figures show. 

True, monthly sales totals haven’t 
equalled the totals of a year ago, 
but it must be remembered that 
business was exceptional in the lat- 
ter part of 1950 and the first few 
months of 1951. 

While hardware store sales, on a 
seasonally adjusted basis, were 
nearly 11 pet lower in January than 
they were in January, 1951, they 
were a healthy 26.6 pct higher than 


they were in January of 1950 which 


was the best year hardware dealers 
ever experienced until last year. 

There are sectors of trade which 
have been severely hurt over a num- 
ber of months because of a definite 
customer resistance, but these have 
been mostly in the fields in which 
the unit of sale runs high—autos 
television, refrigerators and the 
like; items which call for a heavy 
outlay of cash. 

Recognizing the resistance of 
buyers to higher prices in a slug- 
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> Trade Shows Improvement 


> Appliance Prices Lowered 


> Consumer Goods Supply Ample 


gish market, auto makers have not 
taken full advantage of price ceil- 
ings granted them. For the same 
reason three major television manu- 
facturers have marked down prices 
on their full lines. 


All 1951 Frigidaire 
Models Marked Down 


Price reductions ranging from 
$27 to $46 on all 1951 model refrig- 
erators was announced by the 
Frigidaire Corp. F. H. Peters, ad- 
vertising manager, declared that 
the reduction in prices “is in line 
with customary procedure at this 
time of the year when new models 
appear on the market.” 


Seasonal Decline in 
Outstanding Credit 


Instalment accounts outstanding 
showed seasonal decreases at both 
housing appliance and furniture 
stores in January, according to the 
monthly report of the Federal Re- 
serve System. 

The total for the appliance stores 
was about 2 pct below the Decem- 
ber level. Month-end balances con- 
tinued substantially below those of 
a year ago. 

The January collection ratio for 
both furniture and household appli- 
ance stores was unchanged from 
December. It was also unchanged 
from a year ago for the appliance 
stores. 


Adequate Inventories of 37 Essential 
Consumer Items, New Survey Reveals 


Retail stores in five selected cities 
in January had “adequate inven- 
tories” of 37 specific items of civil- 
ian consumer goods classed as es- 
séntial, according to a survey by 
the National Production Authority. 

This was the first survey of a 
series to be conducted monthly from 
now on to make certain that essen- 
tial civilian output is continued. 
The survey may be extended soon 
to 10 cities. 

Low stocks were reported for 1¢ 
of the 37 selected items, all of 
which were in the hard goods field. 
However, it was admitted that this 


was not conclusive, as only stores 
in Boston, Philadelphia, Cincin- 
nati, Birmingham and Houston 
were included in the study. 
According to Lewis Allen Weiss, 
Assistant NPA Administrator for 
Civilian Requirements, his office has 
determined trouble spots before 
they actually appeared and was 
able, by means of providing extra 
material to manufacturers, to pre 
vent the disappearance of any es- 
sential civilian goods from stores. 
Among items on which low stocks 


(Continued on page 180) 
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How To Boost Impulse 


Sales 


—-_<,.. 
| PROTO TOLL | 
<<? 


~~ - ...PROTO 


of Tools! | “Star Salesman 


Toolmart”’ 


Flashing 
Sign Stops 
Customers 


Stand Revolves 


Holds Fastest Selling Tools 


Price and Size 
Markings Save 
Clerks’ Time 


Attractive Displays 
Are of Strong 
Plywood 





Takes Very 
Little 
Counter 


Space 








oe Se saad 


lI, iif | 
PROTO * TOOLS 
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Sanisraction Brines Customers Back | 








Steel shells on Upson-Walton oval steel blocks 
are well flanged and rounded—to reduce rope 
chafing. Hoist hooks are drop-forged for maximum 
strength and safety. 


Upson-Walton drop-forged turnbuckles are 
protected against rust and corrosion—by galvaniz- 
ing after threading. A wrench can be applied to 
any pair of flats and have full bearing. 
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@ Sx 
“CUSH 
matic 
conto 
EXCLU 
The f 
maint 
the e 
Chain shackles are hot-galvanized for long The “ 
Thimbles are made of wrought steel—hot gal- life. Threads on all Upson-Walton fittings con- only 
vanized to prevent rust. Designs available for wire form to standards set by National Bureau of inche: 
rope or manila rope. Standards. to 68 
Here 
rt 
house 
ad Natic 
Demi 
sales 
Ww 
TH 
Malleable wire-rope @ Hardware dealers who make every ° 


clips are galvanized. Use 
Upson-Walton malleable 
clips for light duty service, 
Upson-Walton drop-forged 


line a quality line can count on prod- 
uct satisfaction to bring customers 
back. In wire-rope and manila-rope 


clips for heavy duty. 
f fittings, turnbuckles and blocks, the 
quality line is UPSON-WALTON— 
SD eremeeinene ne emenereneeemremnerencemny with its 80-year tradition of sound 


design and expert workmanship. 


Branch warehouses are ready to 
serve you. Write for catalogs today. 


THE UPSON-WALTON CO. 
CLEVELAND, OHIO 





You can select Upson-Walton eyebolts in diam- 
eters from 4" to 1%" for a safety factor of 5 to 1. 
Eyebolts are hot-galvanized after threading. 
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@ Sales are zooming on the Deming 
“CUSHIONETTE”. . . the entirely NEW auto- 
matic water system with permanent self- 
7 contained air pressure control... an 
EXCLUSIVE Deming feature! 

The powerful, multi-stage centrifugal pump 
maintains its HIGH EFFICIENCY throughout 
the entire range of pressures! 

The “CUSHIONETTE” is really COMPACT... , 
only 16 inches diameter .. . and only 27 ~~ 
inches high . . . with a capacity range up 
to 685 gallons per hour! 





Here is a complete, packaged water system i ’ AIR 
. ready to hook up to the well and the t TUBE 
house connections. a = 
National advertising and free sales helps for —s_ j -¢ “—. |. 
Deming Distributors and Dealers are boosting é = Pa 7 
sales everywhere. 4 i) —- WATER 


Write for complete information NOW! 


THE DEMING COMPANY 


517 BROADWAY e SALEM, OHIO 





NG line of Water Systems 








Fig. 
562 










Fig. 
1062 
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Satisfy the handyman’s Spring interest in home 
improvements. Start him off with night latches. 
There are hundreds of homes and commercial 
buildings that need them. 

This new, compact, colorful multi-latch display 
is purposely designed to help you boost night latch 
sales .. . with little effort on your part. It brings 
all the popular types of night latches right out 
into the broad daylight . . . seeing speeds selling. 





¢ Pp, 
‘Send tor this Display..TODAY 


Call or write your Russwin distributor. 
He has all the details. 


Heres what you ger 


An attractively finished, hardwood display mount 
designed to harmonize with modern store fixtures. 
The mount is 26" x 54” x 1%”. Six popular Russ- 
win types of Russwin night latches, clearly identi- 
fied. Ample space allowed for prices, if desired. 


















Ss 


2242 28-] 








Two shelf brackets . . . pivots top and bottom for 

complete rotation. Russell & Erwin Division, The No. 9N > 
American Hardware Corporation, New Britain, NIGHT LATCH 
Connecticut. DISPLAY MOUNT 


From this merchandiser, 
night latch customers can 


® get an idea of how to in- 
stall the product and how 
it looks from both sides. 
Keys to correspond to 








, ™ 
le illo rs. 


each latch are hung on 
cylinder face side. 


4 
DISTINCTIVE HARDWARE 
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LET THEM KNOW YOU ARE A 
Starrett DISTRIBUTOR 


Put the Starrett Distributor Sales Promotion Plan 
to work for you. Make sure skilled workers and 
industrial buyers know you stock and sell Starrett 
Tools. This tested 8-point sales promotion program 
includes a complete advertising mat and electro 
service plus many sales-tested display, direct mail 
and sales promotion items. Cash in on this valuable 
free service. Get the whole story from the Starrett 
/ ~Salesmen or write for Bulletin No. 1300. 


se 


Pte 
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Student. 


$s 
Veyvor. 


BACKBONE OF YOUR BUSINESS 





Whether they buy direct from you or 
through a company purchasing agent, 
skilled workers in every craft and trade 
are the backbone of your business. Their 
opinions and preferences are closely 
heeded — their likes and dislikes can 
spell the difference between sales made 
and lost. Win their loyalty and the 
future of your business is secure. 


ee 


SINCE 1880 


WORLD’S GREATEST TOOLMAKERS 
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THE L.S. STARRETT COMPANY: ATHOL, 


Since 1880, men who buy and use 
fine tools have known and respected the 
Starrett reputation for quality and de- 
pendability. Through pioneering leader- 
ship, scrupulous maintenance of quality, 
aggressive advertising and sales promo- 
tion, Starrett is constantly expanding the 
preference for Starrett Tools...and build- 
ing greater volume and profit for you. 


DISTRIBUTOR SALES 
PROMOTION PLAN 








STOCK AND SELL THE COMPLETE LINE 


MECHANICS’ HAND MEASURING TOOLS AND PRECISION INSTRUMENTS 
DIAL INDICATORS + STEEL TAPES + PRECISION GROUND FLAT STOCK 


HACKSAWS, BAND SAWS and BAND KNIVES 

















MASS., U.S.A. 












What do 
farmers 
want in 

a fence? 






Mast of all, farmers want a fence that will pay off in 
extra years of durable, dependable service. It takes 
no longer to erect a good fence, so most farmers 
want the best. 

Bethlehem Fence fills the bill. One glance—on the 
farm or in your store—tells your customers why it does 
a great job, year after year. Ask them to inspect the 
well-made hinge joints, the tough steel wires, the 
smooth zinc coating that fights off rust. 

Made in all standard styles and sizes, Bethlehem 
Fence goes up faster and lasts longer when it's in- 
stalled on rugged, easy-to-drive Bethlehem Steel Posts. 

Talk over your fence needs with your jobber today. 
And don't forget to ask him about the other top-quality 
steel products shown below. 











defeatist attitude ever since that 


down the Bethlehem Fence.” 





“He's had that 
day he tried to break 








Farmers want a fence that’s bull-strong and hog- BETHLEHE M STEEL COMPANY 
tight! Advertisements like these in regional farm BETHLEHEM , PA. 


magazines are catching the attention of fence buyers. Pe HEE NTO 


Bethlehem Pacific Coast Steel Corporation. Export 
Distributor: Bethlehem Steel Export Corporation 


ae 





STEEL 





AUTOMATIC 
BARBED WIRE BALE TIES BALER WIRE 


NAILS AND STAPLES FENCE POSTS CLOTHES LINE 
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COIL CHAIN - Twist Link 


‘ " = 
FOR EVERY NEED = 


Campbell offers you e complete line to supply 
your customers’ every need. Campbell 
manufactures chain for practically every purpose. 
Each type of chain is engineered and designed 


Camrmerd 
ry 


for maximum efficiency and life on the job. 


Campbell Chain is nationally advertised— 
nationally recognized for its superior quality. 
Campbell gives you complete merchandising 


to help you get more chain business. 


There (2 no weak link tn the Campbell line 


CAMPBELL CHAIN Gonsany 


MAIN OFFICE—YORK, PA. «+ Factories--Yor k, Pa. and West Burlington _ lowe 





Chain for every need—INDUSTRIAL, MARINE, FARM, AUTOMOTIVE 
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just count the 
marks and 
cut rope off 











“Blue Heart” Display Coil cartons colored 
blue and silver. “Red Heart” cartons, red and 
silver. Hold plenty of footage. % inch, 1000 
ft. 5/16 inch, 700 ft. % inch, 500 ft. 7/16 
inch, 380 ft. % inch, 260 ft. Approximately 
20 lbs. of rope per coil. 


In addition to “‘Blue Heart’’ Manila and “Red 
Heart" Sisal Rope, H & A produces cordage of 
all standard commercial grades, including Trans- 
mission Rope, Drilling Cable, Lariat Rope, Yacht 
Rope, Twisted and Braided Jute Packing, Jute and 
Hemp Twines, Hard Fibre Twines, Lath Yarn, 
Tarred Marlines, Plumbers and Marine Oakum. 
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measure-marked 


Display Coils 





Display space is easily found on floor, counter or shelf, by 
the dealers who stock rope in these compact, quick- 
dispensing, hexagonal cartons. The bright gleaming coils 
automatically remind customers of rope needs. They say 
how much they want. Marks are counted as the rope is 
pulled out and the desired length cut off. Customers feel 
confident of receiving full footage . . . clerks know they 
ring up fast, easy, profitable sales. 


Industrial plant stock keepers likewise find these pre- 
measured rope coils a great convenience when filling 
requisitions. The bold clear marks, accurately spaced 
every five feet, save time formerly wasted in fumbling 
with yardsticks and other makeshift measuring devices; 
while the sturdy cartons protect their contents until the 
last foot has been withdrawn. 


Top quality rope, pre-measured and accurately marked; put up 
in protective cartons that provide vivid attention value by the 
mere removal of flaps! No wonder jobbers, retailers, industrial- 
ists and consumers all give hearty approval to H & A measure- 
marked Display Coils. Available in both the famous H & A “Blue 
Heart” Manila and H & A “Red Heart” Sisal Rope. Sizes up to 
half inch only (the same sizes are also furnished in full coils and 
half coils). Rope larger than half inch, not available in Display 
Coils. 
Complete information on request. 


THE HOOVEN & ALLISON CO. 


“Spinners of Fine Cordage Since 1869” 
XENIA, OHIO 


BRANCHES: KANSAS CITY, MO. ® OMAHA, NEB. * MINNEAPOLIS, MINNs 
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not two ...but all three {l 





Vuich Brand 
Electrical Tapes 


FRICTION . .. PLASTIC. . . RUBBER 


No one electrical tape meets all the varying requirements of 
your trade . . . it takes all three types. Each, with its special 
characteristics, plays an important part in electrical insulating 
work. In some cases, two types of tape may be necessary. Full 
consideration should be given to the use, the requirements 

and the costs involved. 


It is for this reason that we recommend the “DUTCH BRAND” trio 
—Friction, PLASTIC, Rubber Tapes to give a full range for 
your trade. 

We recommend that you stock and sell all three. 


Available in practical sizes and packaging 
for retail consumers. 





















dette 


PLASTIC is one of “RR 
the DUTCH BRAND Le ed VAN CLEEF 


Trio of electrical tapes %, ‘ A DIVISION OF Johns Manville SALES CORPORATION 
7800 WOODLAWN AVE. * CHICAGO 19, ILLINOIS 


BROS. 


ers of Rubber Pr 
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~ Jaw surfaces—those areas that take most wear . 

“and tear—are electronically induction hardened 
by Unica's own process. 

Tests show that Utica Adjustable Wrenches re- 

sist wear and burring up to 10 times longer than 








ordinary adjustable wrenches when subjected to 
identical usage. 


ORDER OGTICA ADJUSTABLE 


WRENCHES BY NAME AND NUMBER 














Dark areas show where electronic 
induction hardens the jaw surfaces 


Immediately available in most of the 

to resist burring and nicking. following sizes: #91-4”, 6”, 8”, 10”, 12” 
Forged steel interior of the 

wrench is unaffected by the hard- 

ening. Retains its desirable tough- INSIST ON UTICA ADJUSTABLE WRENCHES 

ness and resilience. 


and the world’s best tools 
i are made in U.S.A. 






DROP FORGE AND TOOL 


CORPORATION In Canada 
ADLAM TOOL & SUPPLY CO., LTD., MONTREAL; 
UTICA 4, NEW YORK WALLS-IRONS, LTD., WINNIPEG 
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ay is something 
pecial this year 


National Systems Month 


Publicity for National Water Systems Month is 
building real pump interest in your area. . . Cash 
in on all this free-to-you national publicity and 
advertising, with your own timely promotion. 
Past years have shown bigger and better pump 
sales records in May—make it bigger than ever 
in 1952. 


Special Goulds: splay Promotion - 
Guarantees Extrg Profits “nr oer 


WATER SYSTEM ~- 
YOU DON'T NEED 

70 BUY A TANK 

Simple, effective, profitable . . . fis eemiplete 

packaged promotion, based onj# fazing 

new Balanced-Flow water system Inteed 

to bring extra profits. : 

Call your Goulds distributor, or ‘coupon 

below for full details of this gj ised profit- 

building plan! 





























F <os 
BALANCES ag 


The New Balage : 


No other pu 
much for so | 
base for a pr 
tems and rel 











corrosion re- 
rt, self-priming 
mit. Cash in on this 
*for your customers, 


GOULDS PUMPS INC., Dept. HA-1, SENECA FALLS, N.Y. 


. 3 
pase : 
Yes, let me see your special offer. Have your nearest Goulds <istributer-give me 4 
5 
; 
s 


complete details on your new, guaranteed-extra-profits promotion and the display — 
aids designed for Water Systems Month. 


Name 





Address 
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WHY SKILLED WORKMEN Prefer be SUreC ces 


eis. ib 1] 0): 3 


VALVE 


Small Ratchet Threaders | #500, Br35 


#605, Composition 
(2 Swivel Disc 









Ficbexttc TOOLS 
make good workers 
Better! 


100 pound WSP © 125 pound WWP 
For Gas, Steam, Oil or Water Lines 
Your flow control problems are solved the minute Schaible 
valves are installed! Special features include— 

1) Full Waterway 

2) Acme Stem Thread 

3) Repacking Under Pressure 

4) Individual Testing 


5) Hand Wheel Secured by Nut and 
Threaded Stud 


buy Schaible’s... 


SWING 
CHECK 


VALVE 
#602, Brass Disc 








~X Drop head sets’to thread %" to 2” | 100 pound WS P © 125 pound WWP 
| For Steam, Oil or Water Lines 
n d 4 s | Special features include— 
These Drop Head Dies Give You | » Fl Wotewe 
* * 2) Individual Testing 
Extra Fast Easy Pipe Threading 3) Use in either horizontal or vertical position. 
Although the 602 can be used to check backflow, it is not 


* Heads snap into ratchet ring from either @ positive shutoff valve. 
side, won’t fall out. | 


 Precssicut alloy ies reverse forcieto- | QO series valves 


wall threads—no sfecial dies needed. 


* OOR & OR, %” to 1”; 111R and 11R, %” to 
1"; 12R, %” to 2”. Conduit dies available. 









e Guaranteed 
Full-Port Opening 


* Buy at your Supply House. © Swivel Steel 
Disc Holder 
THE RIDGE TOOL COMPANY ° ELYRIA, OHIO 
saa ienaliieitniniaicemaiinel - @ Nut For Securing 
: Handwheel 





Schaible Products 
Are Stocked By All Leading 
Wholesale Plumbing Jobbers 


THE SCHAIBLE COMPANY, Cincinnati 4, Ohio 


MANUFACTURERS OF QUALITY PLUMBING AND HEATING EQUIPMENT 
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SKIL How to do it advertising 


pays off for us right here ! 


says T. M. Gittings, of the 
Bunting Hardware Company, Kansas City, Missouri 


“The ‘How To Do It’ advertising for SKIL Home 
Shop Tools brings customer inquiries direct to our 
tool counter,” Mr. Gittings says. ‘This great cam- 
paign showing home projects and offering free 
plans builds our store traffic, too. We've increased 
our tool and accessory sales as a result,” he adds. 

Dick McBrattney, sales manager of the Bunting 


Hardware Company speaks with enthusiasm about 
the SKIL line, “‘It is the SKIL name that sells SKIL 
Home Shop Tools. SKIL’s reputation for quality, 
top performance and completeness of line can't be 
beat! Add the ‘How To Do It’ advertising to 
SKIL’s reputation and you've got a winner in SKIL 
Home Shop Tools!" Contact your SKIL Wholesaler. 
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for 
Year Around... 
All Around... 
Money-Making Sales 


stock DOWFLAKE! 














Here’s an item that does a sparkling sales 
job for dealers . . . Dowflake calcium chloride 
77-80%. Dowflake is easy to stock and handle 

. . comes with a counter display kit and 
literature to help you sell . . . and because it 


REDUCE BASEMENT 
MOISTURE 


ust DOWFLAKE 





has a large customer appeal all year around, 
can easily be worked into a steady, profitable 
sales item. 


Dowflake helps lower humidity in basements, 
recreation rooms, storerooms, closets, wherever 
you. wish. Dowflake attracts moisture from the 
air, cuts mold and rust by reducing excessive 
humidity. Once used, Dowflake is a “must” in 
any home. 

Stock Dowflake in 25 and 100 Ib. bags. Dis- 
play it prominently and let your customers get 
acquainted with it. They’ll buy . . . and come 
back for more! y, 





DOWFLAKE oo 


a ~<a = 


IN : QO WANG a A 
ACTION 





























Dowfiake licks summertime 
humidity. Basements, store- 
rooms, recreation rooms, 
closets and other rooms are 
protected against excessive 
moisture and humidity, freed 
from harmful mold and rust. 
Dowflake can also be used 
to control dust on driveways, 
playgrounds and other 
similar areas. 











This is wowflake newspaper mat No. 
519. Write Dow for the complete series 
of these sales-making newspaper mats. 





Counter display and literature Consumer ads create - a 
help you sell DOWFLAKE demand for DOWFLAKE a ee 


Dowflake national advertising is work- 
ing for you, helping you sell the prod- 
uct, creating a demand for its uses. 


Have plenty of Dowflake on hand and i ae ae : 


be ready for your share of the sales! ot gf 


Ask for the Dowflake counter display kit 
and literature. They make an attractive, 
informative, se//ing package which shows 
the many Dowflake uses. Use these dis- 
. . and realize new profits 


play aids . 
Pith Dowflake! 









THE DOW CHEMICAL COMPANY + MIDLAND, MICHIGAN 
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-oo with all these Behr-Manning products 





= Get set for a profitable spring season with all these popular products. 
CRYSTOLON® sharpening stones for garden and workshop tools. A full 
line of sandpaper in economical HANDY PACKS of discs, belts and 
pre-cut sheets for use with power tools. And BEHR-CAT* Masking 
Tape—a "natural" related sale item with every can of paint yousell. 


HANDY GUIDE FOR DEALERS... 


Write for the Behr-Manning DEALER GUIDE. Gives complete information, net 
prices, selling hints, etc. Address Behr-Manning, Troy, N. Y. Export: Behr-Mannin 
Overseas Inc., New Rochelle, N. Y., U.S.A.; Canada: Behr-Manning (Conado} 
Ltd., Brantford, Ont. Write to Dept. H-4. 


® * Trade Morks . 





COATED ABRASIVES 
SHARPENING STONES 


i / V4 V; Mong: 
OLULR LA INING PRESSURE-SENSITIVE TAPES 


vision of NORTON Company 


>> b> 

















i aad G 
Powerful full color page advertising in The THE SATURDAY EVENIN 


Saturday Evening Post helps you sell more paint 
and more Gum Turpentine. 


Always recommend and sell Gum Turpentine 
for use with oil paints. Stock up now. 


6 Fhintup- - Clean-up Tome . 
Fo better Fait ing. Cloning 
od ing unin 

























Mix equal portions of Gum Turpentine and 
boiled linseed oil for a fine furniture polish. 
Use sparingly. Gives a wonderful hand- 
rubbed luster. Use Gum Turpentine for 
cleaning woodwork and floors, glass, por- 
celain, metal and linoleum surfaces, bed * 
frames and springs. Disinfects as it cleans. 
Buy Gum Turpentine at paint and hard- 
ware stores, drug, variety and food stores. 


Look for the AT-FA Seal of Approval. 








AMERICAN TURPENTINE FARMERS ASSOCIATION 


General Offices: Valdosta, Georgia Whatever you do, use Gum Turpentine for thinning exterior paints. 
Provides correct penetration to anchor the paint. ..adds durability * N 
to paint jobs. Preferred by 9 out of 10 painting contractors and 


master painters because Gum Turpentine is always dependable. 











Long-lasting oil paints, thinned with Gum Turpentine, give the 
best and most durable results for interior walls and woodwork. Gum 
Turpentine makes paint go farther, last longer. It is the original, Me 
standard thinner for paints, varnishes and enamels. 


* 
Sim 
on Se > ~ 
$’ Guaranteed } by % f. 
‘Good Housekeeping <r Custor 


£21 48 soveansto WSS onary from 108. 
type of f 








Alara thin: Faiada, Varnishes, Enaruele with, Cut. Jurpotoine **1951 2 


Sales r 
L 
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Up to 1500% PROFIT—on a #570 Paint Inventory’ 











Stock the Revolutionary New 


COLOR CUBE 


SYSTEM 


(Winner of two special awards in 1951**) 















* NO Tubes to try to Squeeze Empty. 
(Hard to do!) 
*% NO Powder to try to Mix in 
Thoroughly. (Try and do that!) 
*% NO Extra Containers Necessary. 
(A blessing!) 
*% NO Intermixing of Other Cans of 
Paint. (Saves a lot of mess!) 
* NO Stock Obsolescence. 
(A dream come true!) 
*% NO Worry about Exact Matching of 
Repeat Orders. (No more headaches!) 
* NO Trouble getting Deep Tone 
Colors. (important these days!) 


just DROP IN 
A CUBE OF COLOR 
WRAPPER AND All — 
AND MIX! 


Can't Even Soil Your 
Fingers. 

Wrapper Dissolves— 
And All The Wet Color 
(Consistency Of 

Soft Butter) 

Disperses Through 
The Base Paint 






ROWING Fi FLAT yo 


white tint base 1500 


. 4 € %al a: es 


- <i 


ALL YOU NEED IS A SMALL STOCK OF WHITE BASE PAINTS (whites 
ALWAYS sell)—and the 22 cusBEs of basic color. Each cube color is 
used to make from 6 to 11 colors so even the color cubes cannot 
become obsolete! 

*Tint-A- Matic operates on the only principle that gives you a chance 
for real Profits in paint:—Small stock with rapid turnover! If you'll 
follow our suggestion—place small Tint-A-Matic replacement orders 
weekly, based on the original stock level, you’ll place 45-50 orders per 
year. These orders will net you up to 1500% profit per year on your 
stock investment instead of the 80-100% profit you’re now getting! 

Rhines Tint-A-Matic COLOR CUBE SYSTEM enables you to stock white 
base paints only which, with the addition of one or more color cubes, 
produce the 108 most wanted colors in America, (colors as determined 
by Rahr Color Clinic Survey—not by a sales manager or plant super- 
intendent!) In five minutes, you can give your customer DEEP TONE 
COLORS OR exactly the lighter shade wanted—in high quality Flowing 
Flat, Hi-Sheen and Lo-Sheen Enamel, Enamel Undercoat, Deeptone 
Sealer, Calcicoater or Floor and Deck Enamel (Housepaint soon too 
simply by opening the can and dropping in color cube or cubes as 
directed. The cubes come in four sizes—for use in gallon, quart, pint 


























and half pint cans—so there’s never any problem of getting a perfect 
match. You always get all the color pigment! NO OTHER PAINT MIXING 
SYSTEM CAN OFFER ALL THESE ADVANTAGES. 


RHLINES 


tl C COMPANY, Western Div. | 


75 East Wacker Drive, 22nd Floor, 
ILLINOIS 





Makes your Paint Selling Much 
Simpler— Your Customers Happier 


I. Customer selects desired shade 2. You refer to simple 
from 108-color card and decides on chart on back of color card 


type of paint or enamel. for base to use, number 
and size of Tint-A-Matic 


color cube, or cubes. 






3. Open can, drop cube 
or cubes into base paint 
or enamel, put on shaker : SHH SSKOSSESSSSSHENHSDSRS OSH DEDOKWEOE OHO OOOe 
for 4 minutes or stir. 


CHICAGO 1 ° 


Rush dealer facts on new Rhines Tint-A-Matic Color System. 








ippennsnnse’=” ees 4. Hand the paint to your SEND TODAY 
customer—ready to use, FOR DEALER 
COMPACT or give him the base paint DETAILS! NAME a 


MERCHANDISING UNIT! 


and color cubes and let 


him do his own mixing. Rhines Tint-A-Matic Co., 











**1951 National Packaging Award Western Division ADDRESS. _ 
1951 Trail Blazer Award by National Home Furnishings League 75 East Wacker Drive, 
22nd Fleer, Chicago 1,11. | city ZONE STATE 


Sales representatives wanted in oll states West of ond including 
Michigan, Ohio, K ky, and A 
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Build Your Own-Name 


Brush Business 





Now, let one of the world’s 
largest, highest-rated 
Private-Brand Brush 
Manufacturers show 

you how to sell 

more brushes... . 


1 Brushes stamped with your name 
or trade mark. 


2 Made to your own specifications. 

3 Listed in your own catalog (which we supply). 
4 Quality unsurpassed by any nationally advertised brand. 
5 Construction and materials unconditionally guaranteed. 


. . on an extra-large profit margin 


We not only are brush makers of the old school 
—nearly 50 years old—but have become one of 
the biggest houses of our kind in the world! 
We make a complete line of paint brushes for 
jobbers and manufacturers exclusively. We 
are equipped to produce quantity orders for 
the biggest distributors. Brush business lead- 
ers can testify to the quality of our product, 
the integrity of our dealings and the nature of our suc- 
cess. And one of the primary points of our success is 
Volume Production on a minimum profit margin. That 
is why we have enjoyed the reputation of “Price King” 
of our industry. 


As one of the foremost Private-Brand Brush 
Makers in the world, we have established thousands of 
et and manufacturers in their own flourishing 

rush businesses. We can do as much for you. Every 
brush is made in strict compliance with regulation M-18 
as amended. We supply not only the product but the 
entire operational machinery, including special design= 
ing of your labels, and dealer mat ads to run in your 
local newspapers. Just fill out coupon below and infor- 
mation will be sent you at once. 


MANHATTAN BRUSH CO., Inc., Dept. H—4 
42 West 18th Street, New York 11, N. Y. 


| 
| 
i 
| 
j 
Gentlemen: Please send without obligation | 
! 
| 
I 
' 
i 
! 


Manhattan 
complete information on your Own-Name 


Brush Co | Brush Business Plan for jobbers and manu- 
"y ne. facturers, including samples of product, 
catalog, etc. 


42 West 18th Street [7's 
New York 11 


















HERES YOUR 


INVENTORY 
ANSWER! 


FAVORITE 
FOR FLOORS 






WONDERFUL 
FOR WALLS 


MARVELOUS 
FOR 


MACHINERY 


How many different kinds of enamel do you carry? 
Just one can do the job—and do it better—providing 
that one is Valdura M & F Enamel. Here in one package 
is heavy-duty ruggedness for industrial use. And here 
is smooth perfection in beautifully modern colors to 
supply the answer for walls, woodwork and furniture in 
the home. Here too you'll find self-leveling, resistance to 
weathering and film toughness to answer the needs for 
truck and automobile painting and for floors and 
decks, both wood and concrete. 


For convincing testimonial proof of the job M & F is 
doing for hundreds of successful dealers, write to 


VALDURA DIVISION 


AMERICAN-MARIETTA CO. 
101 E. Ontario St., Chicago 1 1, il. 


ALDURA 
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LEGION PUSHES | ASE 1 Pl tO aI 
' a = SATA 


On Bui Methods, Complaints 
In All N. J. Municipalities 


\ 
° {u 
 plentt 
ripese tenor 


ya 4 ect 
= s using ‘Probe Told fl oui ce 
z: SS =e 4 S. Inspectors Lax ro “i 





WET CELLARS START NATION WIDE 
CONGRESSIONAL INVESTIGATION OF G. I. HOMES .. 


Water held the highspot through- 
out the hearings. Seepage in cel- 


























fe MASONRY. : lars and through foundation walls; 
AGAINST 
WATER _ WET CELLARS START YOU SELLING 
SEEPAGE ; MORE KAY-TITE 
for | These headlines are samples of the type of headlines 
that can mean more Kay-Tite sales for you because: 
“@ RIC K) WET CELLARS ARE BUILDERS’ AND 
HOME OWNERS’ PUBLIC ENEMY NUMBER ONE! 
( STUCCO) . KAY-TITE, when applied properly, is approved by 





the Veterans Administration and thé Federal Housing 

Administration in the North Jersey Area. Kay-Tite is 
(CINDER BLOCK) used by leading building contractors in Northern New 
Jersey to solve their water seepage problems. One 

















(ROUGH MASONRY) U. S. military department tested Kay-Tite against 
seven competitors-——and then wrote Kay-Tite into their 
( UNGLAZED TILE ) specifications! 





We know Kay-Tite is the best— 
but we let users prove it! 
AT YOUR JOBBERS or WRITE FOR PRICES 








WHITE 












BUFF a 
GRAY 
ROSE 
SPANISH BUFF BRICK RED 


|| COLORS 
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SUPER 


Xiper Washabl. Su er Du 4 y . 1 iT THE OIL PAIN, 


MIXES WITH 
a Se 


For the Biggest Paint Sales in Your History 


Sell all 3..the top 3 for 


® Quick Sales, Fast Turnover, Big Profit 








® Customer Demand, Customer Satisfaction 
® Assured Decorating Success 
®@ Performance Proved in Millions of Homes 


@ Most Popular Interior Decorating Colors 


Sales Helps to Fit Your Needs 


Dominant, consistent National Advertising that pre-sells 
millions of customers every year. 
Point-of-Sale Displays: colorful, attractive windows and 
store displays that make people come in to buy. 
Co-operative Local Advertising: newspaper ads, radio 
and television spots that get people into your store. 
“Self-Serve” Color Service: a complete, practical color 
service that your customer can understand and use. 


Get complete facts from any one of these 7 paint companies: 


Acme Quality Paints, Inc., Detroit W. W. Lawrence & Co., Pittsburgh 


John Lucas & Co., Inc., Philadelphia 


> SS j The Martin-Senour Co., Chicago Rogers Paint Products Co., Detrci! 
a | The gy” ove j 
ed 
SUPER KEM-TONE ¢ KEM-GLO « KEM-TONE 
THE PERFECT COMBINATION FOR GOOD HOME DECORATION 
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The Lowe Brothers Co., Dayton 
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it’s fast, clean, safe 


Klean-Strip is fast and clean because it actually “breaks” away the 


old finish——doesn’t just dissolve it. This improved remover requires no 


afterwash or neutralizing, and is absolutely non-inflammable—-safe to 


use anywhere. One application removes several coats of any finish, 


even baked enamels, lacquers or synthetics. 





It’s nationally advertised 


During 1952 over 66,000,000 advertising messages on Klean-Strip will 
appear in The Saturday Evening Post, Popular Mechanics and Populai 
Science. This advertising will help you sell more paint remover than 
you've ever sold before . . . that is, if you handle Klean-Strip, the 


modern paint remover. Your customers are pre-sold. 





‘“Try-it’’ Display closes sales 


This convincing demonstration display really sells paint remover. In a 
couple of minutes a customer can try out Klean-Strip and see for 
himself how quickly and easily it removes old finishes. The display 
requires only 4” x 11” counter space. And remember: when you 


make a sale of paint remover, you usually sell some paint, too! 
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Uniform Color, 
Texture 


and Finish, 


NO MATTER WHAT’S 
UNDERNEATH 
























With the amazing new Kyanize Clingcote 
Scrubable-Flat, you don’t have to worry 

NEW what your customer is painting over, or 
PLASTER whether it’s primed or unprimed, porous or 
non-porous. For Clingcote Scrubable-Flat ad- 
heres to anything, and leaves an absolutely 
uniform color and sheen, no matter what the 
MANES eI surface. Odorless too, and matching colors 
are available in Celoid Semi-Gloss and 
Tudor Interior Gloss. 


iets. ice AND THAT'S NOT ALL... it holds out any 
second coat; hides completely in one coat; 
gives easy lapping, perfect smooth touch- 
ups, and is terrific on maintenance, saving 
time on repair work and clean-up. 


ASK YOUR KYANIZE SALESMAN to 
let you brush out a panel of the new oil- 

OLD base Clingcote Scrubable-Flat, and see for 
PLASTER yourself what a sensational job it does. Re- 
member it’s fully guaranteed! 


For information on territories still open on a 
TAPED Franchise basis, write: Boston Varnish 
JOINTS Company, Everett Station, Boston 49, Mass. 


ENAMELS 


Kiyanize 
CLINGCOTE 


SCRUBABLE-FLAT 





SCRUBABLE- 
FLAT 


GREEN 
ICE 






Rese 





apverTIseD !N 


LIFE: 
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Some dealers say it’s the | 
vANaty vitae fo, wae vt 


NO NALS 


Nig V0 SCREWS 
NO BOLTS 


Set Up or Knocked Down 
in a Jiffy 


Use 2 x 4’s for legs, and a 2x4, 2x6, 2x8, 
2x 10, or 2 x 12 for the crossbar. 


Easy to Sell when you show 
it in use 
We furnish advertising materials, including 
display sign and instructions for setting up 
this convincing demonstrator sawhorse. Set up 
one in your store and you will get quick results. 





Packed 12 Sets 
to a Carton 


—each set in an individual 
package which may be used 
as a colorful counter display. 


Malionally Udvorlited ORDER FROM YOUR 


JOBBER, OR DIRECT IF HE CANNOT SUPPLY YOU 


GRAND HAVEN STAMPED PRODUCTS CO., Grand Hoven, Michigan 
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DRILLS, * 
SANDER. 
BENCH § 
HONE. . 
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sanding « 
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Dramatic Operating 
Display is Year-Round 


Traffic Builder! 


IKE an extra salesman for your store, this new B&D 
Utility Merchandiser stops shoppers, encourages 
them to get the “‘feel’’ of tools and accessories, sets 
them up for a personal selling job! And once your 
salesman takes over, the merchandiser makes it easy 
for him to demonstrate the quality features of the 
tools, the speed in changing accessories, the 1000- 
and-1 jobs they handle. 


B&D Utility HU-11 
Merchandiser contains 
most popular selection of 
tools and accessories for 
fast turnover: %”"-14" 
DRILLS, %” DRILL KIT, 
SANDER-POLISHER, 
BENCH STANDS, ROTO- 
HONE.. 
twist drills, wood augers, 


. wire brushes, 


sanding discs, polishing 
bonnets, etc. 
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B&D Utility HU-I111 Merchandiser 
makes you an Authorized Dealer, helps 
you tie in with national advertising like 
this ».. makes you eligible for red-hot 

sales leads from millions of national ads! 


This new B&D Utility Merchandiser literally gives 
you a portable electric tool department, for continuous 
profits in selling accessories as well as tools. It’sdesigned 
around the experience of thousands of B&D Utility 
Dealers. It pays for itself, gives you a good profit in 
a short time! See your B&D Utility Distributor for 
full details, or write THE Biack & Decker MF. 
Co., Dept. H653, Towson 4, Maryland. 








The ( 
Adve 


EALERS everywhere are discovering they do a 

better profit job when they sell Pittsburgh’s Red 
Stripe brushes. They’re made of hogs’ bristle, expertly, 
combined and blended with scientific Neoceta bristle. 
Both wear at the same rate, insuring better performance 
for the painter ...more satisfied customers foryou! And 
remember—you can sell your non-professional custom- 
ers Red Stripe al//-Neoceta brushes without priorities. 


FOR THE ADDRESS of the Pittsburgh branch nearest i = : FREE —the story of Neoceta—its 
you, write: PittsBuRGH PLaTE GLass Company, fh ee = S] development, its amazing characteris- 
Brush Division, Dept. D-2, 3221 Frederick Ave., | tics. Write to the address shown else- 
Baltimore 29, Md. = i] where on this page for your free copy 


PITTSBURGH Meee) of this interesting booklet. 
BRUSHES 
G BRUSHES +- PAINTS + GLASS + CHEMICALS + PLASTICS 


PITTSBURGH PLATE 7 Ee a OO ar, i 
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brings in customers | 


The Only Nationally 
Advertised Linseed 


Oil. 


6 


— 
ee A 


r Guc ted bY 


Good House kee piNE 
o 


Ol Handy Uses 


sells more paint | 


PO 


ARCHER - DANIELS - MIDLAND COMPANY 


684 ROANOKE BUILDING e MINNEAPOLIS 2, MINNESOTA 





HARDWARE AGE, APRIL 3, 1952 








about these WIZARDS wis WOOD 


. - - that demand for the three specialties illustrated is jumping ahead by 
leaps and boundst... that folks are “hungry” for them... that dealers 
who feature the displays we provide are astonished at the volume they can 
develop for Firzite, Satinlac and Weldwood Glue. Stock up on all three— 
order these wizards from your jobber today. 


UNITED STATES PLYWOOD CORPORATION 
Dept. 404, 55 West 44th Street ° 


New York 36, N. Y. 








America’s Largest Selling Wood Give 


WELDWOOD' 
"ask GLUE 


For making things 
or fixing things, 
recommend Weld- 
wood Glue— for all 
wood - to- wood 
bonds. Makes joints 
stronger than the wood itself. Mixes 
easily with water. Stain-free, rot- 
proof, highly water-resistant! A fast 
selling item to hobbyists, home 
owners, contractors, carpenters! In 
self-selling display cartons! 10c, 15c, 
35c, 65c, 95c and larger sizes. 














Tame that wild grain with 


FIRZITE® 


Over 40 million feet 
_ of fir plywood are 
» sold every week! 
‘ Here’s your market 
for FIRZITE, be- 
cause it’s a “MUST” 
when finishing fir ply- 
wood or any other 
soft woods. Used as 
an undercoat it “tames” unsightly wild 
grainonstain jobs... virtually prevents 
grain raise or checking on paint jobs 
. readies the surface satin-smooth 
for stain, paint or enamel. (For blond, 
pickled or tinted effects, for that 
“woodsy” look, recommend White 
Firzite on either scft or hard woods.) 








A*Natural” for these modern “natural” finishes 


SATINLAC’ -. 


The big modern trend 
is for light natural 
SATINLAC wood finishes. When 

“: Al customers ask you what 

mums to use, you'll make 
friends by recommend- 
> @ ing SATINLAC, It 
oS brings out and pre- 
serves the natural 
grain and color-beauty of any plywood 
or solid wood. Satinlac avoids that 
“built-up” look; yet will not turn yel- 
low or darken with age. “Water- 
white”; easy to brush or spray; dries 
ready for next coat in 3 or 4 hours. 





In pints, quarts, gallons. 
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tStimulated by our accelerated ad 
campaign in Saturday Evening Post, 
Better Homes & Gardens, American 
Home, Living for Young Homemakers, 
Popular Science, and over 20 others. 


HARDWARE AGE, APRIL 3, 1952 








) 


Mal 
Pai 
fou 

tl 


PRI 


Whe 
you’ 
what 
hand 
with 

belo: 
surve 
toda 
custc 


HARD‘ 





i 





eee 


finishes 
Fr 


nd- 


vel- 








e Mark 








Make Eagle-Picher Giant 

Paint Color Samples your 

foundation for increased 
traffic... better sales 





PRE-HARMONIZED colors mean good business 
with Eagle-Picher Interior Paints 


When you examine the Eagle-Picher Line of Interior Paints, 
you'll agree that they’re geared fo sell . . . that they have 
what it takes to move off your shelves and into customers’ 
hands. You see, every color is pre-harmonized . .. in line 
with the latest accepted decorative trends. Every color 
belongs . . . is backed by 676,000 replies to a nation-wide 
survey. When you sell Eagle-Picher Interior Paints, you sell 
today's most wanted colors! And remember, we tell your 
customers to buy a good paint . . . employ a good painter. 


For the full Eagle-Picher story ... 
MAIL THIS COUPON TODAY! 


EAGLE 
Since 1843 
“4 THE EAGLE-PICHER 
PICHER COMPANY cincinnati (1), onic 


Paint and Varnish Division General Sales Office: 

9107 West Ogden Ave., Brookfield, Ili. 

Plants and warehouses: Lyons (Chicago), IIl.; New York, N. Y.; 
Oklahoma City, Okiahoma; Atlanta, Georgia 
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Customers are enthused from the start—the 
moment they see the big window display of 
Eagle-Picher's take-home Giant Paint Color 
Samples. This enthusiasm means more cus- 
tomer traffic in your store . . . better business 
with Eagle-Picher interior paints. 





Eagle-Picher Giant Paint Color Samples end 
the problem of paint color selection. Every 
sample is 14 x 19 inches—112 times bigger 
than the usual tiny paint chip. By arranging 
samples alongside rugs, draperies, furniture, 
it’s easy to pick the right Eagle-Picher paint 
colors without guesswork. 





You'll find the Giant Paint Color Samples 
bring customers back to buy Eagle-Picher 
Interior Paints as well as other merchandise. 
In addition, Giant Paint Color Samples are 
good-will ambassadors that bring in friends 
of your satisfied customers. 


s* 

7 
* ‘THE EAGLE-PICHER COMPANY, Dept. HA-452 ° 
. 9107 W. Ogden Avenue, Brookfield, Illinois : 
- Please send full information on Giant Paint Color Samples 4 
7 and the Eagle-Picher line of pre-harmonized interior paints. e 

7 
° ° 
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propellents. 





‘**Freon”’ is Du Pont’s registered trade- 
mark for its fluorinated hydrocarbon 








DU PONT 





E. I. du Pont de Nemours & Company, (Inc.) 





THE HEADLINES TELL THE STORY 
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‘ee Hardware Stores 





reports satisfied 









Shou'd Feature arosdls 


Aerosol sales continue to increase 
as popularity grows for this new 
method of dispensing products. 
Many enthusiastic comments by 
hardware-store dealers have been 
reported in various issues of Aero- 
sol News shown here. Sales have 
growneven without featuring these 
products. ..and have leaped ahead 
when dealers did display them. 
Dealers agree—aerosols are here 
to stay. Consumers like them.. . 
find them convenient, easy to use 

. . economical and effective .. . 
easier to store away. Once they 
buy, most consumers are satisfied, 
and a good percentage (according 
to a recent national survey) will 
buy again and again. That’s the 
sort of product dealers like to push. 
Such products spell PROFITS in 
big letters. 


From time to time Aerosol News 
will report more success stories . . . 
give you more ideas that have 
helped hardware dealers every- 
where to increase theirsales.Watch 
for these reports. They contain 
profit-building suggestions. 


Aerosol Paints Prove Popular Item 


Show a customer how he can paint 
a wicker chair or a window screen in 
a few minutes with an aerosol-packed 
paint product, and you’ve made an- 
other sale! Simplicity and speed are 
big selling points for aerosol-packed 
paints. There’s no fuss . . . no muss 
... and the ease of doing a paint job 
by simply pressing a button or push- 
ing a valve has a strong sales appeal. 


Everyone welcomes the idea of get- 
ting a mean job of painting done 
quickly ... . and first sales lead to 
repeat sales as indicated by recent 
nationwide surveys reporting high 
consumer satisfaction. So be smart 
—feature aerosol paints in your win- 
dows and on counters this spring. 
Open the way to quick profits. 
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Aerosol NEWS 





REG. U.S. PAT. OFF 


BETTER THINGS FOR BETTER LIVING 


.»« THROUGH CHEMISTRY 





**Kinetic’’ Chemicals Division, Wilmington 98, Delaware 











Displays Help Boost Sales 


Many retailers step up their aerosol 
sales with mass displays of the prod- 
uct on counters, tables and in win- 
dows. Prospective buyers see them 

. . read the sales message and are 
more quickly sold on trying the aero- 
sol. 

It’s a good idea to take advantage 
of manufacturers’ advertising ma- 
terial. The above counter card fea- 
turing Wizard Aerosol Deodorizer— 


product of Boyle-Midway Inc. (N.Y.) 
—is anexample. Displays of this kind 
can be used in many store locations. 
Near the cash register, for instance, 
customers can’t overlook them. 
They’ll pick up the aerosol . . . ex- 
amine it . . . read the label . . . be- 
come interested and often buy. 
Displays are good silent salesmen, 
and the time it takes to set them up 
generally pays off in more sales. 


v 





| 
| 


Aerosol Makers Offer 
Free Ad Mats 


Many manufacturers of aerosol prod- 
ucts are glad to supply retail hard- 
ware dealers with complete ads in 
mat form for use in local newspapers 
or magazines. In addition, leaflets, 
envelope stuffers, handbills, window- 
display banners and counter cards 
are also available. 
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It’s good business to make full use 
of these sales tools. Often you can 
fit them in as part of your own ad- 
vertising campaign or even build an 
entire selling program around some 
special material of this kind. In any 
event — give careful thought to using 
“dealer-help’’ material. It’s designed 
by advertising experts who want to 
help you increase sales. 





‘ 


y 


“Freon” Propellent Safety 
Good Selling Point 


“Freon”’ Propellents are products 
of Du Pont research. These pro- 
pellents first came into use during 
World War II in the form of “‘bug 
bombs” used by our troops in the 
South Seas. That was a rugged test 
—but ‘‘Freon”’ Propellents proved 
themselves to be all Uncle Sam 
needed for these early aerosols. To- 
day they’re used in most aerosol 
products. You can recommend 
‘*Freon’’-propelled aerosols with 
full confidence. They’re noncom- 
bustible, nonexplosive, practically 
nontoxic, harmless to fabrics, fin- 
ishes and furs. Prospective buyers 
of aerosol products like to know 
these things. They give assurance 
that the product IS safe to use 
around the home particularly if 
kids are in the picture. 


High Repeat Sales 
Indicated for Aerosols in 
Farm Regions 


Recent figures on the use of aerosols 
in rural areas show a high percentage 
of users who expressed complete sat- 
isfactiqn with aerosols of every kind. 
Most announced their intention of 
rebuying these products. Aerosol in- 
secticides and room deodorants are 
especially popular. The percentage 
of customers who’preferred the aero- 
sol type of these products to all other 
types was even higher in rural than 
in urban districts. 














“Do | get a trade-in allowance on these 
moth balls toward an aerosol mothproofer ?” 











There’s no need to substitute or take second best when you're 
stocking oscillating sprinklers! For there’s one sprinkler with every 
last advantage...and that’s Melnor’s famous Swingin’ Spray! 


No Wonder Melnor 
Ranks First in the Nation 
Over All Other 


Oscillating Sprinklers 


ma lightest-weight oscillating 
sprinkler on the market 


wa all parts entirely rustproof and 
non-corrosive 


Mi unconditionally guaranteed... 
for one full year 





@ covers rectangular areas up to 2400 sq. ft. 
© adjusts easily for smaller areas 

e sturdy aluminum, brass and stainless steel 
e water-driven gears never need oiling 


@ covers entire lawn area uniformly 


FREE catalog, sales aids, merchandise counter 
display, mats, electros on request. 





Stock it! Display it! Watch Swingin’ Spray become your biggest money maker throughout your gardening season 


MELNOR METAL PRODUCTS CO., Inc. 112 Lofayette Street, New York 13, N. Y. 
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JOHNSTON COLOR 
ADVERTISEMENT 
APPEARING 
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.. . America's largest-selling plant food 


VIGORO 


OFFERS HARDWARE DEALERS THE LARGEST SELECTION 
OF TIE-IN OPPORTUNITIES IN HISTORY! 


ete 
oye 




























DIRECT MAIL—sample letters avail- 


able! 


MATS —complete assortment on all 3 
products! 


WINDOW DISPLAY—fine selection 


of arresting posters! 


INSIDE PRODUCT DISPLAY 


pictures, diagrams, useful ideas! 


RADIO AND TV ANNOUNCE- 
MENTS—recordings and TV helps! 


TELEPHONE TIPS—how, when and 


whom to call! 


DEMONSTRATIONS — Complete _in- 


formation on how to conduct them! 


STORE SELLING IDEAS —Pre-tested 


selling sentences! 


PRESENTED BY 
SWIFT & COMPANY 


AMERICA'S 3 GREAT 
GARDENING AIDS 












VIGORO'S 


dramatic ad cam- 
paign makes it more 
profitable than ever 
to feature it now. 


VIGORO 

has brought hard- 
waremen more prof- 
its and greater vol- 
ume than any other 
plant food! 


VIGORO 
is now preferred by 
more people than 
all other brands 
combined! 

























*There is only one Vigoro—the trade-mark for Swift & Company’s complete, balanced plant food. 
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‘Every home owner is a prospect for year ‘round, 
LOW COST Screening, woven of... 


Firestone Zr 


t—@o 


°o 


Plastic lloven Products 


MAKERS OF SCREENING WOVEN OF Firestone )éGn 









It is decorative and durable, won’t rust or corrode and never needs 
painting. But we’re not waiting for home owners to find all this out 
for themselves. We're paving the road to your store with this 4-way 
sales tablet: 


Big, full color advertisements that leap out of the pages 
of leading magazines and say, ‘‘Come buy me. I'm at 
your nearest hardware store."’ 


=) ¢ And once they're in the store, we help you make the sale with: 


te 


This compact Display Rack stores and dispenses the 6 
most popular screening widths. Even when you're busy in 
another part of the store, the Display gets your Screening 
woven of FIRESTONE Velon story across. With your initial 
6 roll purchase, the Display costs you only $9.95— less 
than half our cost. 


Place this Demonstration Screen on the floor alongside the 
Display Rack. Invite your customers to stand on it. When 
they step off, the screen will return to its natural shape 
in seconds. No bulge, no break. 


Free over-the-counter Booklet, ‘‘Passing the Screen Test". 
Here's an entertaining story, told in rhyme, delightfully 
illustrated and full of interesting information. 


Contact your Wholesaler right now. Order Screening woven of 
FIRESTONE Velon in all widths, in all colors—forest green, bronze 
brown and aluminum gray. Be sure to ask for the Display Rack, 
Stand-on Screen and a supply of “Passing the Screen Test”. 

If your jobber does not carry Screening woven of FIRESTONE Velon, 
write, wire or phone us. 

® Firestone Plastics Co. 


fire 51 CAMDEN STREET 


PATERSON 3, N. J. 

















Black Leaf 40® is the original 
brand of nicotine sulphate insecti- 
cide, containing 40% nicotine, 
that has won the confidence of 
millions of farmers and gardeners 
who use it many ways. 


Used as a spray for flowers, 
vegetables, shrubs and fruit trees, 
Black Leaf 40 quickly kills 
aphids (plant lice), leafhoppers, 
most thrips and other soft-bodied 
sucking insects. It’s economical 
and easy to use. It spares bees and 
other beneficial insects . . . Black 
Leaf 40 never stains or burns and 
leaves no objectionable residue 
on flowers, foliage or fruit. Highly 
effective as a repellant to keep 
dogs away from shrubbery. 


Used as a roost paint, Black Leaf 40 rids chickens 
of lice and feather mites. Applied directly to — 
with a handy “cap brush’’, fumes rise, 
while chickens perch. Used ‘as a dip, Black Leaf 40 
controls lice on cattle, sheep and goats. Used as a 
drench, combined with copper sulphate, Black Leaf 40 
controls stomach and intestinal worms in sheep and 
goats. 


SIZE AND SUGGESTED DEALER PRICE 


RETAIL PRICE PER CASE 

1 oz. ian gS asa.soee aie ne we uacereael two doz. $ 5.58 
EI 6.6 3.0.0 6 & vices baomwne dozen $ 8.55 
OO eS ee ee dozen $20.70 
I 6. oc .e- 06 9 006-00. «08 ed dozen $36.85 
Be EIS oo. s.o Snes 4 a0 ow oie oe’ six $36.60 


The famous Black Leaf® trademark.is the 
tried and trusted friend of millions of 
Americans. 

For many years, it has been the symbol 
of quality and dependability to home gar- 
deners, farmers, stockmen, fruit and veg- 
etable growers and florists. 


Nationally advertised, in hundreds of 
publications — magazines, farm maga- 
zines and newspapers — Black Leaf pest 
control products are alwaysinbig demand. 


Black Leaf Aerosol Insect Killer is a 
new and different, highly-effective 
formula, containing concentrated pyre- 
thrins and ronyl butoxide. Con- 
tains no D po Ideal for home use. 
Push-button action. Quickly knocks 
down and kills flies, mosquitoes, ants, 
roaches, bed bugs, clothes moths and 
silver fish. Leaves no unpleasant odor, 
is non-flammable and otherwise safe 
for normal handling, storage and use. 


SIZE AND SUGGESTED DEALER PRICE 
RETAIL PRICE PER CASE 


fy § ee dozen $12.80 





Black Leaf Warfarin Mixed Bait is the 
convenient form of warfarin rat 
and mouse killer. There’s nothing 
to add. It’s ready to use. It’s 
genuine warfarin machine-mixed 
with specially selected and proc- 
essed grain that never becomes 
rancid or sour. Rats and mice like 
it and continue to eat it until 
they die. Because other rodents 
are not warned, entire colonies 
are easily destroyed. 





SIZE AND SUGGESTED DEALER PRICE 
RETAIL PRICE PER CASE 
1 Ib. een dozen $ 6.24 
2S eS six $11.92 
25 lb. $12.48....... two $16.64 








Black Leaf Warfarin Concentrate is the eco- 
nomical form of warfarin rat and 
mouse killer. It makes 20 times its 
weight in rat and mouse killing bait! 
Your customers save money by mix- 
ing one part with 19 parts of corn 
meal, cereal, meat, fish or other ac- 
ceptable bait material available 
locally. Tasteless, odorless Black 
Leaf Warfarin Concentrate never 
causes “‘bait shyness.”’ 


SIZE AND SUGGESTED DEALER PRICE 


RETAIL PRICE PER CASE 

% oz. . are two doz. $ 7.84 
Son. SLTR. «cies dozen $13.80 
8 oz. $3.00...... dozen $24.00 
1 Ib. $5.00...... six $19.92 


Dependable Pest Control Products 


4% 
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Black Leaf 50% DDT (Wettable 
Powder) controls cabbage worms, 
flea beetles, Japanese beetles, leaf- 
hoppers, potato beetles, tarnished 
plant bugs, corn borers, tomato 
hornworms, aphids, white flies, and 
similar insects on vegetables. Con- 
trols codling moth, apple maggot, 
grape berry moth and other insects 
on fruit. Follow schedules of local 
authorities. Used as a building and 
premise spray it controls flies and 
mosquitoes. Also controls sod web 
worms, Japanese beetle grubs in 
lawns. 





SIZE AND SUGGESTED DEALER PRICE 
RETAIL PRICE PER CASE 


0 two doz. $15.36 


CONTROL PRODUCTS 


Black Leaf 5% Chlordane Dust 
is a versatile insecticide dust 
which kills household and garden 
ae by contact and by vapor. 

as lasting effective killing power. 
Controls ants, roaches, silverfish, 
spiders, grasshoppers, earwigs, 
crickets, cutworms, strawberry 
root weevils, cabbage and onion 
maggots. Controls Japanese bee- 
tle grubs and chiggers in the lawn. 





SIZE AND SUGGESTED DEALER PRICE 


RETAIL PRICE PER CASE 
1 Ib. a two doz. $5.28 
A, dozen $9.52 
5 Se 8 ae two $7.32 





Black Leaf Arsenate of Lead is 
a favorite for spraying or dusting. 
One pound makes 30 to 50 gallons 
of spray. Controls potato beetles, 
and other leaf-eating insects which 
attack vegetables, fruit and shade 
trees, tobacco, and ornamentals. 
Applied to lawns at the rate of one 
pound to 200 sq. ft., controls 
Japanese beetle grubs and similar 
insects. 








SIZE AND SUGGESTED DEALER PRICE 
RETAIL PRICE PER CASE 
| ee two doz. $11.76 





Black Leaf Garden Dust is a multi- 
purpose dust or spray, combining the 
advantages of nicotine, pyrethrum and 
rotenone for control of chewing and 
sucking insects—plus a concentrated 
fungicide for protection against fungus 
diseases of flowers, fruits, and vege- 
tables. Ideally suited for home gar- 
deners who desire a combination insec- 
ticide and fungicide. 


SIZE AND SUGGESTED DEALER PRICE 


RETAIL PRICE PER CASE 
Y2 Ib. NT sae nak am oe dozen $5.10 
DE so va0 o800.080 dozen $9.20 








»-. since 1885 
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Black Leaf 1.00% Rotenone 
Dust is an effective, free-flowing 
material with superior dusting 
qualities. Non-injurious to hu- 
mans and animals. Controls a 
wide range of farm and garden 
pests such as bean beetles, cab- 
bage worms, asparagus beetles, 
flea beetles, and similar chewing 
insects infesting vegetables and 
flowers. Effective against lice and 
fleas on domestic animals and pets. 





SIZE AND SUGGESTED DEALER PRICE 
RETAIL PRICE PER CASE 
1 Ib. ee two doz. $ 5.60 
> Se dozen $10.00 
25 Ib. $5.15........two $ 7.70 


it will pay you to stock a complete line of Black 
Leaf pest control products. Place your order with 
your regular distributor. Every product is attrac- 
tively packaged and carries full directions. 


If you desire additional information on these 
and other Black Leaf products, communicate 
with the address below. Your inquiry will re- 
ceive prompt attention without charge or obli- 
gation. Let us help you solve your customers’ 
pest control problems. 


All prices are subject to change without notice. 


Tobacco By-Products & Chemical Corporation 


Richmond, Va.- Louisville, Ky.- Montgomery, Ala.-Waco, Texas - San Francisce, Cal. 
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H. BRAMMEIER, 
FAMOUS COLLIER ‘§ CARTOONIST 





C. Hager & Sons Hinge Mfg. Co. + St. Louis, Mo. 
Founded 1849—Every Hager Hinge Swings on 100 Years of Experience 
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6 FAST-SELLING 


WADING POOLS 


Here’s a pool for every pocketbook. With these 
outstanding Doughboy features: 
e@ FORTI-PLYED® Vinylite Plastic @ Inflatable rings 
@ New fool-proof valves e@ WHeavy construction 


@ Maintenance kit @ Attractively packaged 


BEACH OR LAWN 


UMBRELLA 


Sells at about half the price of old-style umbrellas. 
No spokes. Inflating ring “raises” umbrella. Attractive, 
and a good sales-companion for wading pools. 


5 ft. diameter #477 


ILLUSTRATED: Deluxe Pool, decorated bottom, 60 inch, 
125 gal., 9 in. depth 
38 in. 30 gal., 6 in. depth 
48 in. 40 gal., 7 in. depth 
48 in. Deluxe 50 gal., 9 in. depth, (decorated bottom with 
easily accessible drain) ' 4450. 
84 in. Deluxe 200 gal., 10 in. depth (decorated bottom with 
easily accessible drain) 484. 
*84 in. Deluxe 325 gal., 14 in. depth (decorated bottom with 
easily accessible drain) #485. | 
*Three inflatable rings. 
(Dimensions when inflated and filled to capacity) 


AQUA MAT 


Exciting new “form-fit” construction! Outer tubes 
and front tube are larger to “‘cradle’’ user. Super- 
comfortable for sun-bathing, or for riding the waves. 


2 ft.x 4 ft. #471 








GET IN THE SWIM with the Giant Inflatable 
Playmates of the DOUGHBOY WATER CIRCUS 


YEW/ SWISHY, the Alli- NEW GUS, the ’Gator... E f G-2 SPECIAL, the 

oe gator. Can easily sup- _——* The small fry can 04 Speedboat. Most ex- 

port an adult. A alligator-wrestle citing water toy of 

immer-inner or a floater-onner! with this one...atthe beach or in the year! Dramatic noisemaking 

actical and fun! the bathtub. A good playroom toy. ‘“‘motor’’, realistic ‘‘dashboard.”’ 
Children can sit on or in it! 


56” long; 22” wide #233 42” long; 16” wide #223 34” long; 16” wide #221 


ULGY, the Whale. Old favorite NEW! SNAPPER, the Turtle. SANDY, the Sea Horse. 
th exciting new “‘squirter.” Another great swimming aid for A lot of toy! Always a favorite with 

44” long; 21” wide children—and fun too! ““Snap-snap” —_—youngsters.. . now new design makes 
ith squirter #225 Without #222 —noisemaker in head! Sandy even more appealing. Made to 


JBBY, the Baby Whale. 24” long; 20” wide float erect. 
in for beach, bath or playroom! With noisemaker #245 
25” long; Jo” wide #122 Without #243 42” high; 36” long #234 








SPLASHER, the Frog. 
Streamlined design makes Splasher a 
wonderful swimming partner. Comes 
in two sizes. 
Sr. 48” long; 30” wide #277 
Jr. 36” long; 18” wide #275 


FLIPPER 


FLIPPER, the Seal. 


A perennial favorite with both chil- 
dren and grownups. Supports over 200 
Ibs. Fun to “ride” even on dry land! 


42” long; 22” high #252 


} FORTI: 


I PLYED 


Doughboy 


PAD-L-DUCK, the Quacker. 


It’s a “natural” for the beach, also 
fun as a playroom toy. Special noise- 
maker in beak appeals greatly to the 
younger set. 

24” long; 24” wide #272 


SWIM WINGS. with straps. 
A “first” for beginning swimmers! 

Assorted colors, #118 
WATER RING. 18-in. diameter, 


just right size for children. 
Assorted colors, #147 


GO-BOAT. 
This inflated plastic boat is hard 
tip, easy to paddle. The secret: 
extra-large upper ring. Big enou 
for an adult. 

54” long; 22” wide #4 





BEACH BALLS. Strong, lig | 


and colorful. 6 panels. 3 sizes: 


20” (brilliant lustre finish) #2' 
16” (brilliant lustre finish) #1 
12” #1 


...FORTI-PLYED TO PREVENT LEAKS 


Only Doughboy has patented FORTI-PLYED® construction 
which seals together two layers of tough Vinylite plastic. Add 
the famous “Doughboy Seam”... 


and you have the strongest 


toys and pools on the market! 





tee OUTDOOR Pp LAYHOUSE BIG ENOUGH FOR THE WHOLE GANG 


Here’s a giant-size playhouse the kids really go for 
. yet it folds up into a neat 4°x4"x 50" carton! 
“Opens up into an eight-foot-long house. 6 ft. high, 
4 ft. wide. Gabled roof provides good headroom. 


DISPLAY AND SELL! 


1. MOTION DISPLAYS. Attach cords or tape to Doughboy 
water toys. Hang from ceiling. They will move with air 
currents, provide effective display without use of floor or 
counter space. 


2. CIRCUS DISPLAY. Tie in with “Junior Water Circus” 
—as advertised in Life magazine. Display clown toys and 
other circus-type toys with Doughboy Playmates. Dough- 
boy toys in a circle with crepe paper streamers from a 





Easily suspended from clothesline or any line strung 
between posts or trees. 
Packed with knock down wooden frame, ready for 


individual shipment. 
#475 


center pole or beach umbrella, will make an attractive 
merry-go-round display. 

3. BACK YARD BEACH DISPLAY. Show Doughboy 
wading pool, beach umbrella, aqua mat with such outdoor 
items as grills and lawn furniture. 


4. TRAFFIC CENTER DISPLAYS. Build island display of 
Doughboy water Playmates in a heavy traffic area. 


5. RELATED DEPARTMENT DISPLAYS. Use Doughboy 
toys and pools to give drama and selling urge to adult 
and junior swim wear ...sporting goods...lawn and beach 
accessories. Use in windows for traffic-stopping interest. 


SALES AGENTS: 


Atlanta Toy Mart, Inc., 84 Tenth St., N.W., Atlanta, Georgia 


J. H. Eyerly & Associates, 1442 Merchandise Mart, Chicago, Iliinois 
Joseph J. Barnett Inc., 200 Fifth Ave., New York, N. Y. 

W. E. Bergstrom Sales Co., 623 Exchange Bldg., Denver, Colorado 
Ben G. Thigpen, 2554 Overton Rd., Dallas, Texas 

Leslie E. Taylor, Merchandise Bldg., Minneapolis, Minn. 


NEW RICHMOND, WISCONSIN 


Ward Francis Company, Terminal Sales Bldg., Seattle, Washington 
Ward Francis Company, 527 W. 7th St., Los Angeles, Calif. 


STOCKS MAINTAINED IN: New Richmond, New York, Chicago, Los Angeles, Seattle, 
San Francisco, Dallas, Atlanta 





For 
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SEINE CORDS 
TROT LINES 
STAGING 
VENETIAN BLIND CORD 
. , SASH CORDS 
CLOTHES LINES 
Quality Twines and Cordages 9=—<totwes un 
BUTCHER’S TWINES 
FISHING LINES 
Or EXAM. E~ NYLON CASTING LINES 
STARTER ROPE 
JUMP ROPE 
MOP HEADS 
WRAPPING TWINES 
- ~ —, > KITCHEN LINES 
Art. 508 Fa wa A, EXPRESS TWINES 
. CHALK LINES 
KITE CORDS 
PARCEL POST TWINES = 





Made from our top grade No. 6 
solid braided sash cord and is 
complete with a durable, natural 
finish wooden handle. This rope 
is braided and polished as to al- 
low a maximum amount of flexi- 
bility and constructed so as to 


give the longest service possible. 





Yes, MIKE, has an extra margin of quality 
ORDERS OF $50.00 OR MORE, FREIGHT in Starter Rope. Each rope is 36” long— 
PREPAID. Orders of less than $20.00 f. o. b. packed 12 to bundle. Price per dozen 
Mill, Lawndale, N. C. or Marietta, Minn. Orders $1.24. Shincina wt. 1 tb. 1 os. per doz 
of $20.00 to $50.00, freight allowed to $1.00 a ; - 
per cwt. Freight prepaid does not include ex- 
tra charges incurred outside carriers regular 


zone of delivery. When you display the MILG tine - 


tt Sells! 
Cleveland Mills Company LAWNDALE, NORTH CAROLINA 


ESTABLISHED IN 1873 Marietta, Minnesota 
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Housewares 


and Home (pplianee | X\ 


Manufacturers 


Exhibit 


July 7-11 


Monday thru Friday 


"ATLANTIC CITY AUDITORIU ATLANTIC CITY 


_WATIONAL a 














«| NEXTS 
| NEXT I¢ 
_ | NEXT 31 


NEXT 10 


Electric 
Lantern 


Dozens 




















tinghouse brand. 


below and get an early start! 


148 PRIZES! 


FIRST PRIZE 


.| $1,000 


SECOND PRIZE THIRD PRIZE 


$500 $250 


MEXT 5 PRIZES ..... $100 
NEXT 10 PRIZES .... $50 
NEXT 30 PRIZES.... $25 
NEXT 100 PRIZES This Powerful 


Electric 
Hand - 
Lantern 
With 
Dozens 
of Uses. 
Throws 
Brilliant 
Beam. 
Powered 
by 6-volt 
Batteries. 
Retail Value, 
$15. 





S 
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Enters Westi 


You'll sell more light bulbs than ever before! During a recent 
previous Westinghouse contest, dealers all over the country re- 
ported increases up to 100%. Tie in now; cash in now. Read rules 










you CAN BE SURE...1F ITS 


Westinghouse 


LAMP DIVISION, WESTINGHOUSE ELECTRIC CORP., BLOOMFIELD, N. J. 






n 
Light Bulb Display 
Contest *5,000 


Westinghouse Light Bulbs announces another jackpot contest for 
dealers, to tie in with the big new consumer contest, running 
concurrently, that makes people /ook for and insist on the Wes- 


ghouse 


PRIZE 
VALUE 


ACT NOW! FOLLOW THE SIMPLE RULES LISTED 


HERE! IF YOU'RE NOT 
WESTINGHOUSE LINE, 


NOW CARRYING THE 
WRITE US TODAY! 


CONTEST STARTS APRIL 21, ENDS JUNE 15 


HERE'S ALL YOU DO: 


1 Set up “Famous Houses” display 
material in your store and windows. 
Place bulbs and entry blanks in high- 
traffic locations, such as check-out 
counter. Use other means to publicize 
the contest, such as newspaper ads, 
special exhibits, cards, truck advertis- 
ing, etc. Have your sales people tell 
customers about the contest. Make 
your displays clever and forceful. 


2. Write a statement on a plain piece 
of paper in 100 words or less on the 
subject: “How the Famous Houses 
Contest Helped Our Store Sell More 
Westinghouse Light Bulbs.”’ Be spe- 
cific; give figures showing sales in- 
crease. Describe all the ways you pro- 
moted contest. Include your name and 
the name and address of store. Mail 
entry to: Westinghouse Light Bulb 
Display Contest, P. O. Box 62, New 
York 46, N. Y. Entries must be post- 
marked not later than midnight, 


June 15, to be eligible. 


3. Submit at least one photograph 
showing the contest display at your 
store. Be sure to place your name and 
the name and address of your store 
on the back of all photographs sub- 
mitted. All photographs submitted 
become the property of the Westing- 
house Electric Corporation. 


4, Prizes will be awarded on the basis 
of originality, interest, concreteness 
and comprehensiveness. In case of ties, 
duplicate prizes awarded. All entries 
become the property of the Westing- 
house Electric Corporation and none 
can be returned. Entries will be judged 
by a board of impartial contest experts, 
The Reuben H. Donnelley Corp. De- 
cision of the judges is final. 

5. This contest is open to all Westing- 
house lamp dealers and their employes. 


Get in on this sales-building 
promotion. Start today! 





























Watch Your Frofits ZOOM 
Airs Triple Crown’ 


HERES GULETTES NEW SHAVING SHOP... 





ae The Worlds esiest  Shoves sf 











Gpeciar Bonus 


One 20-Blade Dispenser At No Charge fe, vcu receive on extra 20-blade 


With Each 987 Unit Purchased! 


58 


Everything For Shavers In 
An Eye-Catching Merchandiser 
Using Less Than One-Half 





Square Foot Of Counter Space! 





SEE WHAT YOU MAKE 


ON THE 987 MERCHANDISER! 


5 Blue Blade Dispenser 20's. . cost $3.68—retail 
5 Blue Blade Dispenser 10’s..cost 1.84—retail 


’ 5 Blue Blade packages 5’s..cost .92—retail 


10 Thin Blade packages 10's. cost 1.84—retail 
1 Super-Speed Set....... ..-cost .75—retail 
2 tubes vedi size Brushless ; 

Pe ee cost .39—retail 
2 tubes spelee dius Linker a . 
CFOGM . sc be i i cost .45—retail 
$9.87 
PLUS Extra 20-Blade 


“Bonus” Dispenser. . . .No Charge 


$4.90 
2.45 
1.25 
2.50 
1.00 

















@ Yes, just for keeping Gillette's 
new “Shaving Shop” on your coun- 


dispenser at no extra cost! This offer 
expires July 31, 1952. 











i a ea ln tc 
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When Gillette .. 
Races by Wand Radio / 


| C/ KENTUCKY DERBY \‘/PREAKNESS \/ BELMONT ] 


ee MAY 3, 1952 MAY 17, 1952 JUNE 7, 1952 


GILLET TE’S FAST MOVING. @ Starting with the first. coast-to-coast telecast of 


the Kentucky Derby, Gillette’s 1952 Triple Crown 


age PRODUCTS MAK E you A radio and television classics will reach the largest 
SURE WINNER IN THIS BIG audiences ever! Hard-selling television commer- 


cials will tell millions of men time and again 


e! SPRING PROMOTION H about the Gillette products on your counters. 

































. | Men By The Thousands 8 Out Of Every 10 Double-Edge 
' | Are Switching To Customers Want Gillette Blades 
: | Gillette Shaving han" ’Em Up Front! 
oe eee Creams With K-34 ' oa 
125 @ We'll turn the spotlight on these 
2.50. 4 popular beard softeners! 
1.00 i Retell (Raw, Sime) .....<..0.5.c<.-0s0sec0.3- 35¢ 
: \ Retail (Giant Size) ......................... 50c 
Be | t Your Cost Per Dozen 
‘ | : Lather 
76" ; TN cs conctaodd Rccukiasia $2.70 
1350 RI I oda Sp cpstdentidececenesmviceds $4.00 
; ' Brushless 
i 4 ' BN oo sie hetvccpicenncnnrssaoesensessns $2.36 
an j : NE MIMD cninsbeptcksroorusctioeoiestteseese $3.51 
@ We'll send you man after man 
primed to buy Gillette Blue Blades! 









In dispensers—20 for 98c, 10 for 49c; 
in packages, 5 for 25c. 
Your cost per carton, 10's or 5’s 









. (100 blades) .........cccccscesesseeees $3.68 
j Your cost per carton, 20’s ; 
ae $7.36 




















THIN GILLETTE BLADES 
Retail 4 for 10c; 10 for 25c 
Your cost (200) 













WE TELL EM... ; 
look, y"" feel ya” bey” 
-- YOU SELL 'EM! 
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Gigantic PYREX 


PRICES REDUCED UP TO 40% DURING MAY AND JUNE] ...' 






HERE IT IS- BACKED BY 2 SMASHING 


DOUBLE PAGE SPREADS IN [AT 
May 51 and May 26 th Issues 








These wonderful values will prove to be terrific traffic-builders for you! 


PYREX Colorware Open Bowls. 114-qt. size 
reduced from $1.25 to 89¢. 214-qt. size reduced 
from $1.95 to $1.69. Display these items. Get 
your share of the extra profits. : & 









PYREX Colorware Sets. Ideal items for a gift 
or bride promotion. You have lovely gift boxes 
to feature, too. Reduced from $2.95 to $2.25. 
Get these items out front! 


PYREX Colorware Covered Casseroles. 
These attractive items come in two sizes. 1144-qt. 
size reduced from $1.95 to $1.49. 214-qt. size 
reduced from $2.25 to $1.69. These items de- 
serve strong promotion. Suggest to women that 
they buy other items in the PYREX WARE line. 








Colorful Kit of Display Material For You! 





Backed by Powerful Magazine, You will receive FREE: 

Newspaper, TV Advertising 1. A banner 40" x 20" which folds to make a 4 
ble-f. h ss Be 

Two double-page spreads in color in LIFE mepaes —_ — athena 

will tell your customers about the big PYREX 2. Counter stripping ...a total of 12' of counter 

COLORWARE SALE. Newspapersin 74 cities will strips 2}4" wide. 

also back up this great promotion. And TV 3.3 large double-faced pennants 634" x 1144". 


in 32 cities will bring the story of these PYREX 


aschife <s ‘4. 6 small double-faced pennants 5" x 7". 
COLORWARE bargains into millions of homes. 


5. A tie-in newspaper mat, usable in three sizes 
and featuring the PYREX COLORWARE SALE. 


CASH IN ON PYREX 
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PLAN NOW, PLAN FOR PROFITS 





Remember, your markup is protected. 


By April 15 you'll have your point-of-sale display material. Plan 
e the most effective ways to use it in your store. 


Be sure you have full and adequate stocks of the PYREX COLOR- 
e e WARE SALE items. Order now! Prepare for a flood of business. 


And don’t forget! Use the free advertising mat in the sales kit to let 


the whole town know that your store is featuring the great PYREX 
COLORWARE SALE. 


MAKE YOUR STORE PYREX COLORWARE HEADQUARTERS 


beeing ise ey” 




















*Y our Markup Protected! 








Colorware SALE! 


__ YOUR MARKUP IS PROTECTED* 








You may purchase these items from ane 
regular PYREX WARE distributor ee a 
until June 15 at the reduced — e: 
regular PYREX WARE discount! 














A PRODUCT OF 


WARE CORNING GLASS WORKS — 
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If it’s Pyrex Ware— 
the trade-mark is on it 









PYREX" is a registered trade- 


in the U r 
— Works, Corning, N } 
ilass 


8S. of Corning 
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Now! 


Even a 


- 


The Revolutionary UNIVERSAL 
Ww bee #0 clamp! ApLTOP Food Chopper 


Here’s — chopper the whole housewares industry 
is talking about! It’s the revolutionary Universal 
TAB-L-TOP — it has no clamp! Just hand pressure 
holds this clampless chopper firmly against table’s 
° edge. Rubber pads prevent scratching or marring 
table’s ‘surface. TAB-L-TOP, with its easy-to-turn 
handle, has a special trough to divert excess juices 











| No Fuss! into bowl. The barrel “Swings-A-Part” for easy, 
| No Bother! thorough cleaning — A UNIVERSAL EXCLUSIVE! 


No Clamp! 
| Housewives will be asking for the new TAB-L-TOP. 
Be sure you're stocked to sell em! Write Landers, 
Frary & Clark, 602 Center Street, New Britain, Con- 
necticut for further information. 









TAB-L-TOP’s getting star billing too 
- in all these National magazines! 


Swings Apart 
for Easy Cleaning! T 
; LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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Food Chopper 
goes modern | 
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LOOK AT ALL THE 
SPECIAL SPRING USES! 


When your customers go outside, Krylon 
should go with them. And will, when you 
let them know you have it. Tell them that 
*‘Krylon-izing” prevents rusting of metal 
screens—keeps wood and metal lawn fur- 
niture sparkling bright even though it’s 
left out in the rain—protects garden tools 
—keeps metal sports equipment like new 
—prevents scuffing and fraying of leather 
bags and luggage—lengthens life of chil- 
dren’s playground equipment and keeps 
metal parts from rusting—protects, pre- 
serves, beautifies almost any metal, wood, 
leather or paper surface. 

Why, most of your customers won’t be 
content with just one can of Krylon. 
They’ll want all three kinds—crystal clear, 
white, aluminum. They’ll find many, 
many uses for each kind! 


M 


EXTRA! 


pine 


VINGUIME 
UGS 


‘KRYLON-2%7 
wine S 


It’s one of the best seasons of all for Krylon sales— 
because “Krylon-izing” protects so many house- 
hold articles against summer wear and tear. 
Belongs right up front in your 
National Hardware Week parade! 


ake, 4s 
ord ? 


LOOK AT HOW EASILY 


\a ¥ 


poeta) VAY YOU CAN CASH IN! 


The Krylon Starter Assortment gives you 
everything you need to go into the “‘Krylon- 
izing” business, at minimum investment on 
pow part. Order it from your jobber today. 

eature Krylon and its springtime uses in your 
National Hardware Week displays. You'll profit 
not just now, but also in the months and years 
to come. Because Krylon users keep coming 
back for more! Here’s the fast-moving Starter 
Assortment: 


Potent counter display—small in space, big in sell 
Good-humored, hard-hitting consumer folders 

4 12-0z. cans crystal-clear Krylon (retail $1.95 each) 
4 12-oz. cans white Krylon (retail $2.25 each) 

4 12 oz. cans aluminum Krylon (retail $2.25 each) 


YOUR COST... . $17.20 
YOU SELL FOR... 25.80 
YOUR PROFIT... 8.60 


(open stock priced to bring regular 50% markup) 





SNAP UP YOUR OWN DISPLAYS OF OTHER MERCHANDISE BY 
“KRYLON-izing™ THEM! 

"Krylen-izing” can add sparkle and sales appeal to dozens of items on 

your sales floor—saws, chisels, garden teols, leather golf bags, sports 

equipment, etc. Gives them longer floor life and protects your investment, 

teo—for "Krylon-izing” prevents that wilted, shopwern look! 
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KRYLON, INC. 


Dept. 1804, 2601 N. Broad St., Phila. 32, Pa. 








This little guy means ROWeight: 23 Ibe. rier ial q 32 


7 business! 





























LAST YEAR, AMERICANS INVESTED MORE 
THAN $5,000,000 IN DOG ACCESSORIES! 
DID YOUR STORE GET ANY 
OF THIS BUSINESS? 


HERE'S YOUR ‘52 SALESMAKER! » 


CHROME-ALUMINUM DISPLAY RACK .. . FREE! with Your Order! 


@ Complete Essentials for Every Breed! 
@ Insures Self-Service and Easy, Quick Turnover! 
@ Rack Sizes: 32" x 24', compact 23 Ibs. 


YOU GET 168 Items for $48.80 \ 
SALES VALUE: $100 


More Reliance Volume Products: 


-CHROME CHAIN COLLARS 


NE er $4.80 doz. 


Chrome Choke Chain, fine jewelry type welded 
links. Sizes: 12"-14"-16"-18"-20"-22", 
















- “ : r. es GOCE. ccc ce ccccteedesdeseved $4.95 doz. 

IKI - : . Chrome plated Choke Chain, heavy gauge, welded 
~ “- —- « chain. Sizes: 18''-20"-22"-24", 

Fe ev ckips wcasew sees screen $6.25 doz. 

Chrome Choke Chain, medium — type welded 


aw ae? ae oe ‘ gf *¢ links. Sizes: 14''-16"-18"-20"-22"- 





No. 9526 


See $12.00 doz. 
Chrome Chain Lead, fine jewelry type 
welded links, leather handle, 48" overall. 
Be ites deccnestese $12.00 doz. 
Chrome Steel Lead, heavy chain, welded P J ¥* 

links, 544" leather handle, 48" overall. : — as p 
i GG nce dedns cece $13.50 doz. ; 2 $i ’ 

Chrome Chain Lead, heavy welded me- 
dium jewelry chain, 48" overall, 5" 
leather handle, 






: Send for Complete Catalogue Today! 
RELIA See Your Jobber, or write: 


RELIANCE INTERNATIONAL MFG. LTD. 


Manufacturers of DOG FURNISHINGS and ACCESSORIES 
443 Broadway New York Ug, 70s. 7. 


Subsidiaries RELIANCE SALES CO. and RELIANCE PET SUPPLY CO. , 
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"0 in 52 
arto with BMC/ 


© NEW LOWER PRICES ® NEW STYLING 
© UNIQUE COOPERATIVE © NEW MODELS 
ADVERTISING PLAN e NEW COLORS 





TRACTOR SR. HEAVY DUTY FEATHER WEIGHT BIKE 





Here's the line:"Young America's favorite TOY ride!" 


. . « the line that's bound to be top money-maker for you! Ride along]! 
Promote more profit for yourself with BMC, the only complete line of juvenile 
wheel toys! BMC's the line that sells itself! Above: just 4 of thirty-three 
sleek models designed especially for youngsters 3 to 8 years old—racers, 
autos, tractors, coaster wagons and sidewalk bikes . . . plus 8 models of 
a fast-selling attachments to bring you extra sales! 

R) 
WRITE FOR FREE CATALOG: Address BMC Manufacturing Corporation, Dept. H. 
See BMC's complete line of sales builders! 


BMC MANUFACTURING CORPORATION + BINGHAMTON, N.Y. 


HARDWARE AGE, APRIL 3, 1952 65 

















SAVAGE SALES CALENDAR 














BARRELS of profit for you... 


The split-second choice of esther an accurate .22 cal. rifle or a 
dependable .410 gauge shotgun . . . that’s what you offer your 
customers in this trim, lightweight Savage Model 24 over-and- 
under! It’s the most versatile gun on the market today... 


SAVAGE 4 Lightweight, rugged, many-purpose over- 
MODEL and-under gun. Over barrel shoots all .22 

cal. rimfire cartridges; under barrel, .410 
22 CAL. RIFLE shot shells. Single trigger. Single sighting 


ove r plane. Selector button permits instant choice 
of either barrel. Two-way top opening-lever. 
an d Walnut stock. Easy takedown. 
SAVAGE ARMS CORPORATION 


|g U n d © r Firearms Division Chicopee Falls, Mass. 


-410 GA. SHOTGUN Raise 
The accurate .22 cal. over barrel js ideal for plinking, informal your 
target shooting or small furred game. A flick of the thumb—and fi 
the .410 gauge under barrel is ready for flying pests, game or Sights 
targets. It’s a 2-in-1 gun value . . . a compact, streamlined, ° 

with 


many-purpose gun for use on the farm, at camp or for all-around 


Featured in leading outdoor and farm books, it’s a ‘‘natural”’ 
for spring sales. Check your stock NOW—be ready for business 
you can’t get with any other gun! 











STEVENS « FOX Rifles and Shotguns 





SAVAGE: 









SAVAGE * WORCESTER Power and Hand Lawn Mowers 





utility. SAVAGE 
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yment e-ecomplete with board 


Small Investment 
Minimum Space 


Requiring minimum dollar invest- 
ment and minimum counter space, 
this beautiful, burgundy-colored 
board will prove a_ consistent 
source of profit for you. Cabinet 
hardware in assortment is Steel 
and Die Cast with Bright Chrome 
finish. These are selected items, 
the very choicest in the extensive 
National Lock line. They are not 
affected by present government 
regulations. Immediate delivery. 





Order from your supplier 
Open Stock, if desired 


Get Ready For Spring by Ordering These ‘“In-Demand”’ Items Now 


Wey RPA, 


I hn wr Og, 


BUILDERS BUTTS 


" ee 


~ a — 
N65-220 SASH LIFT 7 a i — 
| —— 


N65-161 SCREEN HANGER 


N65-4201 SASH LOCK 
N6O5-160 SASH ADJUSTER 


IN. 


eS 
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WATER SYSTEM 


the start of a 
profitable 
sales cycle 





Few products sold in a hardware store offer as many opportu- 
nities for setting off a long term, profitable chain of related sales 
as do water systems. 

The experience of many dealers has shown that when a dealer 
sells the idea of running water through the sale of an electric 
water system, he lays the groundwork for a cycle of sales many 
times the value of the original sale. 

The coming month of May presents dealers with an unusual 
opportunity for stepping up their sales of water systems and for 
preparing the way for better sales throughout the year. 

May, 1952, marks the fourth annual: observance of National 
Water Systems Month. It is a month when weather conditions 
turn many minds to water systems; it is a month when manufac- 
turers of water systems, through the National Assn. of Domestic 
and Farm Pump Manufacturers, concentrate their national pro- 
motional efforts on selling consumers on the vatue of running 
water for better health, better living and better production. 

Hardware dealers, who represent the largest individual retail 
outlet for water systems, thus have an unusual sales opportunity 
by tying into this national promotion. 

On this and the following pages, HARDWARE AGE reports on the 
plans behind this promotion and tells how many dealers have 
profited in the past by tying into this campaign. 


oe 





1952 














Hundreds of hardware dealers 
found that participation in last 
year’s National Water Systems 
Month was the means of greatly 
increased sales and profits from 
water systems, plumbing equip- 
ment, kitchen installations and a 
myriad of other goods. And their 
activity during that month helped 
to spark interest in running water 
throughout the rest of the year. 

The rural area hardware dealer 
tying in with this year’s nation- 
wide campaign can put greater 


profits in his cash register. He can 
if he really promotes the idea of 
running water. 

“Buy an Electric Water System 
of Adequate Capacity” is the slogan 
of this year’s National Water Sys- 
tems Month. The campaign will 
publicize the water system as a 
means of providing “Better Health 
— Better Living — Better Produc- 
tion.” These ideas will receive tre- 
mendous publicity through articles 
and advertisements in newspapers, 
farm publications, women’s publi- 


cations, general consumer magu- 
zines and over the air. 

National Water Systems Month 
is again being sponsored by the 
National Association of Domestic 
& Farm Pump Manufacturers in 
conjunction with the Electric 
Water Systems Council and water 
systems manufacturers. 

Hardware dealers are urged to 
contact distributors through whom 
they buy water systems for copies 
of the attractive and eye catching 
poster offered by National Water 

















cago 











by HERBERT C. ANGSTER 


Executive Secretary and Director, 
National Assaciation Domestic and 
Farm —— 

' 


An Outstanding Sales Opportunity | 


The theme of National Water Systems Month 
reflects this opinion: “Better Living—Better Health 
—Better Production” through electric water sys- 
tems. This theme recognizes the major role of water 
systems in increasing food production to fill a criti- 
cal world need and at the same time raising the 
standard of living of the nation’s food producers. 


~ Within this theme lies an outstanding merchan- 
dising opportunity for hardware dealers to build a 
tie-in campaign of unusual proportions. “Better 
Living—Better Health—Better Production” imme- 
diately suggests tie-in promotion of bathroom, 
kitchen, laundry, hot water and heating equipment 
as well as the labor saving, sanitation and con- 
venience of running water. 

A large, four-color wall poster will set the tempo 
as well as the theme of individual displays. 


| 
| 
} 








~ With four years of momentum behind it, the 
1952 National Water Systems Month campaign 
offers to hardware dealers and wholesalers the most 
aggressive educational and merchandising program 
ever adopted by the electric water systems industry. 

In addition to the intensive special emphasis 
period, dealers this year will realize the benefits of 
a 12-month educational program which is being 
carried on jointly by water systems manufacturers 


It is in the best interest of retail dealers and 
wholesalers to encourage individual and local par- 
ticipation in the national campaign by stimulating 
interest in the use of display material. Distributors 
should be ready to suggest display possibilities and 
help dealers get local campaigns under way. 


The designation of May as National Water Sys- 


and electric utilities. 


The industry, with its merchandising muscles 
bulging, looks forward to an extremely successful 
year—with one qualification. That qualification is, 
of course, that government curtailment of produc- 
tion could substantially reduce the number of units 
available to farmers for essential use. 


p> At present, however the outlook is good. The 
water systems industry expects to equal and perhaps 
outstrip its record production of some 625,000 units 
during 1951. The industry bases its thinking on the 
acceptance by the U. S. Department of Agriculture 
of the fact that water systems are basic equipment 
in the production of food and fiber by the American 


farmer. 


tems Month was a fortunate choice. By May, the 
frost has left the ground and consequently it is the 
best time to install an electric water system. At this 
time of the year, a taste of spring planting and 
spring gardening will have demonstrated the tre- 
mendous advantage of running water in labor saving 
and increased production. 

National Water Systems Month is the Sunday 
Punch of water systems merchandising—and the 
merchandising of related equipment. The combined 
efforts of the water systems industry and electric 
utilities have marshalled all outside aids to the assis- 
tance of dealers. 

Certainly no better time could dealers find for 
concentrating their efforts than during National 
Water Systems Month. 
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Systems Month sponsors. It is de- 
signed for use in window or in- 
terior displays of water systems 
and related lines, for farm, home 
and rural business use. 


Need for Adequate Supply 


This year’s campaign will con- 
centrate on telling potential water 
systems customers that: (1) Every 
farm, home and business place 
needs running water—at all times 
and in plentiful supply for health, 
production and safety; and (2) 
that those with their own water 
systems that are now of inadequate 
capacity should replace them with 
newer units to better serve not only 
present but future needs. 


That the needs of the defense 
program could somewhat curtail 
this year’s production of water sys- 
tems is undeniable. But the fact 
remains that since running water 
is a health, production and comfort 
need, every effort will be made by 
the industry to equal in 1952 its 
1951 production and shipment of 
616,976 electric water systems. 


A Broad Market 


Some of these units went into 
new homes, new farms and new 
business buildings. Others re- 
placed equipment found to be in- 
adequate for future needs of their 
owners. 

Successful merchandisers of elec- 


tric water systems suggest four 


selling keys for the hardware deal- 
er to use in promoting sale of the 
idea of running water during Na- 
tional Water Systems Month. These 
selling keys are useful and vital not 
only for the period of the concerted 
campaign but in the weeks prior to 
it and throughout the entire year. 


The four selling keys are: (1) 


Display running water; (2) adver- 
tise running water; (3) offer 
water systems repair and mainte- 
nance service and (4) have a well 
informed and properly trained sales 
and service staff. 

Elsewhere in this special report 
on the merchandising of electric 
water systems are outlines of the 
methods used by six hardware 
dealers who successfully utilize 
these selling keys. 


Dealer Merchandising 


A front-of-the-store display of 
running water and local advertis- 
ing are successfully used by J. L. 
MacAlla, manager of the hardware 
store of Horn Coal & Lumber in 
Port Jervis, N. Y. 

Another dealer in the same town 
—B. & F. Hardware—ties window 
displays and direct mail material 
together to tell the running water 
story. 

Complete service, provided by 
specially trained personnel, is a big 
factor in the sale of $40,000 worth 
of water systems each year at the 


THIS IS NATIONAL WATER SYSTEMS MONTH 


BETTER 
HEALTH 





BETTER LIVING 


BETTER 
PRODUCTION 


OF ADEQUATE CAPACITY 





Official National Water Systems Month poster shows three photos in color against a 

water-blue background. Featuring the campaign slogan, it illustrates the Better 

Health, Better Living and Better Production phases of the use of running water. Mea- 

suring 28 by 42 in., it is adapted for window or interior display tie-in and is available 
from oman participating in the campaign. 
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R. T. Jones, right, receives a citation from Herbert C. 

Angster, executive secretary and director, National 

Association Domestic and Farm Pump Manufacturers, in 

recognition of Mr. Jones’ contributions to the success 
of the 1951 National Water Systems Month. 


hardware store of S. I. Brumback 
& Sons in Winchester, Va. 

Its ability to provide installation 
and whatever repair and mainte- 
nance service may be required has 
helped the Herrick store in Half- 
day, Ill., to do a good merchandis- 
ing job on electric water systems. 
Water systems sales have been the 
key to the sale of numerous other 
equipment and appliances for Her- 
rick’s. 


Selis Economy Story 


Concentration on _ selling the 
economy angles of an electric water 
system in the operation of a poul- 
try farm has helped Weston Hard- 
ware in Waldoboro, Me., do consid- 
erable business with farmers. 

In the pages immediately follow- 
ing are outlined suggestions for an 
effective and coordinated local tie- 
in with the national campaign as 
proposed by R. T. Jones, manager, 
Farm Sales, Pennsylvania Power 
& Light Co., Allentown, Pa. Mr. 
Jones tells of the coordinated 
program successfully used by hard- 
ware and other dealers handling 
water systems in the area served by 
his company. His efforts won him 
a special award. 


Following Mr. Jones’ recommen- 
dations are illustrations of adver- 
tisements used by hardware and 
other dealers to promote the 1951 
National Water Systems Month in 
Pennsylvania. Window and store 
displays and photos and outlines 
illustrating sales methods -profit- 
ably used by hardware dealers are 
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also incorporated. These case his- 
tories tell how and why other hard- 
ware dealers promote water sys- 
tems. 

A well known eastern water sys- 
tems distributor has sold many 
hardware dealers equipment for re- 
sale in instances where existing 
equipment was in good condition 
but of insufficient capacity to serve 
an entire home or farm. 

In some cases a second water 
system was the answer, as a water 
producer for only a part of the 
farm or home. Some of these sec- 
ond systems were hooked to the 
original well owned by the user. 

Hardware dealers really wishing 
to capitalize on the profits result- 
ing from sale of a water system 
should make every effort to study 
manufacturers’ literature and to 
attend and have some of their em- 
ployees attend sales and service 
schools offered by such companies. 


Know Your Water Systems 


The hardware dealer can have 
the mystery taken out of water 
systems — if he will do a little 
studying. As the result of such 
study he can pass on the necessary 
information to the prospects in his 
trading area — to their mutual 
profit. 

Water systems can be sold by 
hardware dealers who arm them- 
selves with facts and figures as to 
the value of such equipment, and by 
publicizing this information. Deal- 
er tie-in material offered by water 
systems manufacturers includes ad- 
vertising mats, circular matter, 


selling information, and display 
material. 


Water Boosts Profits 


In your advertising and during 
personal contacts with prospects 
and customers tell people of the 
findings of Iowa State College in 
its study of the importance of 
water systems in dairy farming. It 
reports that cows provided with 
convenient bowls will drink 18 pct 
more water than stock watered but 
twice a day at an outside tank. 
Cows with ample supplies of water 
in bowls produce 3.5 pct more milk 
and up to 10 pet more butter fat 
than those fed only on a schedule. 

For the farmer to whom his own 
convenience and the comfort of his 
family is a consideration, findings 
of the Farm Electrification Bureau 
are worth repeating. 

The Bureau says that people in 
farm families without a water 
system must walk a total of 70 
miles each year to obtain sufficient 
water for even normal household 
work. 

It is also estimated that in the 
course of a year a farmer, without 
an automatic water system, has to 
carry by hand a minimum of 100 
tons of water and that he is forced 
to spend about 500 hours a year in 
this one detail alone. 

The 1950 Census of Housing 
made by the Bureau of the Census 
indicates that there were 6,485,000 
farm homes in this country at that 
time and that 3,546,000 of these 
did not have piped running water. 


Study Your Area 


Your trading area may have an 
entirely different ratio of farms 
without running water to those so 
equipped. Consultation with your 
county agent and with your local 
power company will provide you 
with data as to the potential mar- 
ket for new water systems in your 
trading area. 

These two sources of information 
can help you figure your potential 
sales. If you know who is hooked 
up with private or REA lines, who 
is planning such a hook-up, and 
those areas into which new power 
lines are being extended you have 
a good start. 

Arm yourself with facts and fig- 
ures as to water systems and the 
market and uses for them in your 
area and use the sales keys others 
have utilized. Then you can suc- 
cessfully merchandise water sys- 
tems and sell many of the numerous 
other items that naturally follow. 
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HA interviews R. T. Jones who 
last year helped dealers 

sell 1667 water systems in 
one month 





How to Increase Water Systems Sales 


Here are practical and proven sugges- 
tions on how you can boost sales volume 
during National Water Systems Month 








Hardware Age's managing editor K. A. Heale, left, 
interviews R. T. Jones, manager, farm sales of Penn- 
syivania Power & Light Co. 


About R. T. Jones... 


R. T. Jones does not sell water systems. As manager of the farm 
sales department of Pennsylvania Power & Light Co. he helps estab- 
lished dealer outlets do the selling. In 1951 he sparked an effort 
which resulted in the sales of 1667 water systems during Water Sys- 
tems Month in the territory served by his company—more than one- 
third of Pennsylvania. This year his sights are set on 2000 units. So 
outstanding were Mr. Jones’ contributions to the success of Water 
Systems Month that he received a citation from the National Ass’n. 
of Domestic & Farm Pump Manufacturers. HARDWARE AGE felt that 
dealers in other areas could profit from Mr. Jones’ experience, so 
managing editor K. A. Heale asked Mr. Jones to answer some of the 
questions dealers had asked us. This article gives Mr. Jones’ answers. 
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QUESTION: Does participation 
in National Water Systems Month 
pay off for hardware dealers? 

ANSWER: Definitely because 
such participation will help bring 
into hardware stores serving rural 
areas a greater number of pros- 
pects. These prospects will be ex- 
posed not only to water systems but 
to many other farm, kitchen, bath- 
room and laundry equipment and 
appliance items. The sale of a water 
system often leads to the sale of six 
times the value of that unit in other 
merchandise used by the farmer, 
home owner or operator of a busi- 
ness beyond the water lines. 

With all of the advertising manu- 
facturers and utility companies are 
doing incident to National Water 
Systems Month, a hardware dealer 
can start a cycle of sales he might 
not get any other way. Constant 
exposure of his trade to the ad- 
vantages of having water under 
pressure creates a desire for a wa- 
ter system of adequate capacity. 


QUESTION: How can a hard- 
ware dealer best tie in with this 
campaign? 

ANSWER: He should devote 
more of his display space, during 
the campaign, to showing the run- 
ning water story in his windows, in 
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his store and at any public exhibi- 
tion held in his area during that 
period. He should advertise the 
fact that his store is water systems 
headquarters for his territory. 

Contact with banks, savings and 
loan associations and local archi- 
tects and building contractors to 
tell them of the advantages of the 
water systems he sells is important 
at this and other times. 

Hardware dealers would also be 
wise to refer prospects to satisfied 
users of his water systems. This 
is a particularly good idea when the 
user has had such a system for 
many years or if he has recently 
replaced an older system with a 
new one of greater capacity. 


Make Personal Contacts 


QUESTION: What are the best 
methods a hardware dealer can 
utilize to sell more water systems? 

ANSWER: Nothing will replace 
personal contact. You can sell more 
water systems during Naliunal Wa- 
ter Systems Month—or any other 
time—by contact over the fence 
than over the counter. The smart 
hardware dealer is one who calls on 








farmers and other prospects at 
their own place. This way the 
dealer, or his salesmen, can often 
create business where none existed 
before. 

The dealer who makes personal 
contacts at the prospect’s home or 
business place is also paving the 
way for selling other equipment and 
appliances for that person’s home, 
farm or business place. He is mak- 
ing a bid for a share of the other 
merchandise and service that so 
often equals six times the price of 
the water system itself. 


Use Strong Advertising 


QUESTION: Should a hardware 
dealer advertise water systems? If 
so, what is his best method of ad- 
vertising them. 

ANSWER: He should advertise 
water systems and also all of the 
components and fittings needed for 
it for the farm, kitchen, bathroom 
and laundry. 

A hardware dealer should take 
a leaf, in his advertising, from his 
suppliers by selling the competitive 
advantages of the lines of water 
systems he sells. He should be 
strong in his advertising. 

Radio spot, direct mail, display 
and classified newspaper advertis- 
ing are all good media for water 
systems and related merchandise. 
They should tie in with good store 
and window displays. 

A dealer would be wise to test 
the various media in his area for 
their relative effectiveness. 

Generally speaking classified ad- 





A branch office of the Pennsylvania Power & Light Co. devotes 


window display space to water systems provided by dealers tying 
in with its National Water Systems month campaign. 
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vertising is one of the best adver- 
tising media for dealers serving 
rural areas. Everybody reads clas- 
sified ads in farming sections. Peo- 
ple thoroughly read these ads to 
find out what others are doing and 
why—sometimes even to dig up 
scandal. This reading habit makes 
the classified ad section particularly 
good for the dealer who wants to 
expose his trading area to his mes- 
sages on running water. 


QUESTION: Should hardware 
dealers do outside canvassing on 
water systems? 


ANSWER: They should. As I 
said previously nothing will take 
the place of personal contact. Out- 
side canvassing often leads to the 
sale of other merchandise includ- 
ing some things having no relation 
whatsoever to running water. 


Show Running Water 


QUESTION: What kind of dis- 
play is best for selling water sys- 
tems? 


ANSWER: The best display is 
one which permits showing the 
prospect the running water story. 
Prospects should be encouraged to 
turn the faucet on and off. If pos- 
sible dealers should show at least 
one unit of each model offered 
where each can be easily seen and 
examined from any angle. 

Would a hardware dealer buy 
shoes in a shoe store that showed 
but one pair of shoes on display? 
He definitely would not. 

By having a running water dis- 
play and showing the customer 
exactly how the system operates 
many unnecessary service calls can 
be eliminated when the prospect. 
has become a customer. Many peo- 
ple are not aware of just how 
quietly, for an example, a good wa- 
ter system operates. 


A Water System Pays 


QUESTION: What are the best 
selling points for water systems? 


ANSWER: I could talk for a 
week on this subject. 

The water systems sold by hard- 
ware dealers are quality products. 
This is important because the 
breakdown of such a system can 
mean the disruption not only of 
family life, but in many cases it 
can result in a large loss because 
water is not available for farm 
stock. Hardware dealers should 
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emphasize the importance of hav- 
ing adequate supplies of running 
water that are available with 
an efficient unit that will deliver 
the amount of water the customers 
need—when they need it. 

The cost of operating a water 
system may be expressed in pen- 
nies. A water system does not 
cost. It pays—not only in dollars 
but in health, and convenience and 
safety. 


Solving Social Problems 


No longer do people beyond the 
water mains have to apologize for 
antiquated plumbing. This is a 
point about which the younger gen- 
eration is very sensitive. It re- 
lates to the No. 1 social problem on 
the farm. 

Running water, in adequate sup- 
ply, is good fire insurance. Farm- 
ers understand this point only too 
well. So do others living in or op- 
erating businesses in rural areas. 


QUESTION: How can a hard- 
ware dealer best determine the po- 
tential market for water systems 
in his area? 


ANSWER: Study of the home 
construction programs in a hard- 
ware dealer’s own trading area is 
the best means of determining his 
potential market. This data is 
available from county statistics of 
the National Production Authority, 
the Federal Housing Authority and 
from your county agent. Many 
power companies have made recent 
surveys as to the number of farms 
in their areas without water under 
pressure. 


Know Your Market 


When a hardware dealer has data 
as to the number of water systems 
in his area which need replacement 
or which should be supplemented 
with additional units and has data 
as to the number of homes which 
will likely be built beyond the wa- 
ter mains he has vital market in- 
formation. 

Despite newspaper publicity, to 
the contrary, new home construc- 
tion in this country will be some- 
where between 900,000 and a mil- 
lion. Approximately 50 pct of these 
homes will require an electric water 
pump of one kind or another. 

There are 46 million homes in 
this country today. Based on an 
average life of a home of 80 years, 
which I think you will agree is 
conservative, the annual replace- 
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ment alone would be 575,000. This 
added to the 700,000 new families 
created each year in America, 
means 1,275,000 new dwellings are 
needed annually. .. . Approximately 
a half a million of these homes will 
be built beyond the water mains. 
What an_ unprecedented oppor- 
tunity for progress, sales and 
profits. 





Sales of Electric Water Systems 
In units—Source, Bureau of Census 
Ti ah wala de' 123,000 
I Sale oe te WV ets 0 102,000 
0 Se 76,000 
a eeneee 50,000 
eee 57,000 
SE ie EN no B.0 9% 77,000 
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0 ere 182,000 
errr 175,000 
a 220,000 
Ae 258,494 
0 2 347,055 
eS ee 239,072 
Ee ae 154,560 
_.. Sear 314,385 
BT eckciid-cocad a ts cea 390,130 
kr 625,729 
Ns aii: & 6 4:0 00 763,000 
ee 649,143 
isis Hee 6 x oes 530,000 
cates ode dae 722,000 
Pt asdesues shee 616,976 











In the entire country there are 
approximately 14 million farms to- 
day without an electric water sys- 
tem. But these farms are not the 
only potential market in 1952. 
There are 200,000 farm pumps that 
should be replaced or supplemented 
with another pump. 

These national figures do not 
necessarily reflect the true situa- 
tion in all areas but they do indi- 
cate the tremendous market that is 
available in rural areas throughout 
the entire country. 


Continuing Benefits 


QUESTION: What benefits will 
National Water Systems Month 
give a hardware dealer during the 
balance of the year? 

ANSWER: Advertising and dis- 
play emphasis during National Wa- 
ter Systems Month will linger in 


the minds of prospects for many 
months after completion of the 
campaign. They will create the de- 
sire for ownership of water systems 
and equipment related to them. 
Most people are constantly made 
aware of an urge to own things 
they think they cannot afford. Con- 
stant emphasis on these things 
leads to later sales somewhere 
along the line. 

This points to hardware dealers 
the need for continuing their water 
systems promotion activities be- 
yond National Water Systems 
Month. 


Time Payment Selling 


QUESTION: Should water sys- 
tems be sold on. a time payment 
basis? 

ANSWER: They definitely should 
be sold on that basis. If the hard- 
ware dealer doesn’t offer them that 
way his customers will go else- 
where for such equipment. 

A hardware dealer should be- 
come affiliated with some accept- 
ance corporation and have good re- 
lations with local banks or savings 
and loan associations as a means of 
selling more water systems.  In- 
stead of selling but 20 systems for 
cash he might also sell an additional 
80 units on a time payment basis, 
without having to finance any of 
these transactions. 


Problems of Servicing 


QUESTION: Can a _ hardware 
dealer successfully sell water sys- 
tems without offering installation 
and maintenance service? 


ANSWER: I have a mixed opin- 
ion on this. Although water sys- 
tems should be installed by people 
knowing something about them, 
manufacturers do issue installation 
manuals which enable many con- 
sumers to install their own units. 
There are many jacks-of-all-trades 
doing their own remodeling and im- 
provement jobs. 

For the dealer not wishing to pro- 
vide service we suggest that he 
make arrangements with others 
able to install and service such 
equipment. In such instances the 
instailation should be a transaction 
entirely between the buyer and the 
installation man. Dealers working 
without a _ service arrangement 
should have the names and ad- 
dresses of several installation men. 

To do more business with the 

(Continued on page 84) 




















Dealer Tie-In Advertising 
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stop lugging 


National . 
Water - 
Systems 





ACT NOW—during National 
Woter Systems Month —to end the 
doily drudgery of pumping and 
lugging water! A modern Myers 
Water System actually makes money 
for form users. And certainty it 
mokes living far more pleasant and 
healthful for every member of the 
family. ‘Let us show you how eco- 
nomically you can enjoy all the 
advantages of running water 
today! 


profit 


grows 


¢='4 
when water a [ 


flows 





LAKE ARIEL 
HARDWARE 
SUPPLY CO. 


Phone Lake Ariel 2031 




















Hardware and other water systems dealers 
tied in with the 1951 Pennsylvania cam- 
paign with these ads, offering competing 
lines, in the same newspaper pages 
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Ad 
DB THE JACUZZI DUAL DISCHARGE PUMP. 
FOR IRRIGATION, FOR DOMESTIC USE... 
-(_ ITS ¥ PUMP, BUT HAS 2 DISCHARGES™= 





ZFORLOW PRESSURE IRRIGATION, 








GEOR HIGH PRESSURE WATER SYSTEMS, 


~ ane BOTH DISCHARGES OPERATE AT THE 

Rf pe <aonenl SAME TIME, MAMA CAN WASH THE 
— DISHES WHILE PAPA WATERSTHE 
. i = 








GARDEN 




















u 
pacue® DISCHARGE UNITS, 


PUMP 30% 10 46% MORE WATER, 
AVAILABLE FOR DEEP OR SHALLOW 
WELLS, WHATABARGAIN FOR FOLKS 5 
WHO NEED 2 Pumps, Qu acuzz! 
DUAL DISCHARGE PUMP WILL 








SAVETHEM MONEY “/ 
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Honesdale, -Pa. 


Don't Take Less Than The Best In Water Systems 
YOU GET ALL FOUR AT MURRAYS 


DEVENDABLE NAMES: Vacuzzi, Goulds, Kobbins Myers,‘ and Deming Turbiics, 
FREE ENGINEERING: We will gladly Figure your water system. at no obligation ty’ you. 
EFFICIENT SERVICE: 24 hour service every day to'keep your pump “on the Run.” Com- 
pletely Stocked Parts Department is added‘ assurance. 


Low PRICE: Murray water systems have ‘a’ reputation” of providing the’ “niostest''? for? the 
‘leastest" ‘ Ask about our spevial water systems month special ‘values. 


MURRAY CO., INC. 


Phone 600 


SINCE 1828 
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WATER SYSTEM 


FITS UNDER THE SINK 


Here's a complete water system so 
small and compact that you can 
install it under your kitchen sink 
or celler steps . . . and it delivers 
up to 390 GPH. 
The low priced Lancaster Turbo-Pak 
is furnished complete and ready 
for plug-in installation. It has only 
one moving part...no valves, 
no belts, no lubrication required. 
Ideal for bungalows, cottages, etc., 
whetever space is limited. 
Contact us for complete informa. 
tion. There is 


na__ obligation. 
Easy terms can 
be arranged if 
you wish, 


| GENERAL HEATING and PLUMB- 


ING REPAIRS 
Work and Material 
Must Be Satisfactory 


MAJOR GENERAL ELECTRIC 
APPLIANCES 


Ranges, Refrigerators, Home Freezers 


«Washers and Electric Heaters 


HENRY SHAUBACH 


NEW PROVIDENCE R. D. 1, PA. 


Phone—Quarryville 116-R-12 
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SAVE 
MONEY 
with 
Jacuzzi 
Pumps 


Let us give you an estimate. 


Joseph Pulici 


515 Church St.,.Hawley. 
Phone 111. 


We Also Have 
A Complete Line of 


Westinghouse 
Appliances 


















by Helping Water 
to Run Up Hill. 


See us for GUARANTEED 
‘SERVICE in Water Systemg 
jand Pumps. 





Dirlam Bros. 
Lumber Company 


Honesdale RD 2. Phone 1185. 





We Work Miracles 













Small. Compact. Fits 
under sink or any other 
small out-of-way place. 





for Shallow Wells 








water system, for shallow wells. 


® Self-adjusting capacity delivers the desired volume 
of fresh water—direct from the source—to any and 
all faucets instantly, NO SPURT NO LAG STEADY FLOW 


constantly, quietly, up 
to the capacity of the 


ump. 
. Trouble-free...self- 


= co install. 
oO 





Here it is—the first successful, self-contained tankless 


priming. Capacity up to 540 gallons per hour, depend- 
ing upon suction lift. Low first cost, no tank to buy, 


me in and see how this amazing new pump solves 
your problem of /resh running water from a shallow 
well. 


W. E. MINNEY & SON 
LAMPETER, PA. 
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Case History No. 1 


Running Water Display 
Makes Water Systems Sales 





Action display, direct mail and 
newspaper advertising help sell 
20 electric water systems in a 
year in a town of 9,000 





A prospect hears the running water story as explained at the 
store's up-front running water display. Note manufacturer's 
descriptive poster above the working display. 
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Although the hardware store of 
Horn Coal & Lumber in Port Jervis, 
N. Y., has only been in the water 
systems business since 1949, it sells 
as many as 30 complete electric 
water systems a year in a town of 
9,000. 

That volume is no accident. When 
you walk into the front door of this 
hardware store you immediately 
see a working water system. It not 
only has a faucet to attract the 
attention and faucet-turning de- 
sires of visitors, but also has a 
shower head hooked up to interest 
the person who just doesn’t go for 
soaking himself in a tub. 


A Frequent Advertiser 


Since the firm serves a trading 
area of about 18,000 to 20,000 peo- 
ple, including a number of farms 
and summer residences, newspaper 
advertising and direct mail mate- 
rial is used frequently to sell the 
running water story. Several mail- 
ings are sent each year to all box- 
holders in the local post office to tell 
the running water story. 

An interesting thing about Horn’s 
sales of water systems, according 
to J. L. MacAlla, manager, is that 
water systems sales are chiefly to 
summer residents, with a large pro- 
portion of the sales being replace- 
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ments for systems whose capacity is 
no longer considered adequate. 
Whether they are well to do or 
in modest circumstances, these sum- 
mer residents like to buy for cash. 
To date all water system sales have 
been on a cash basis. However, the 
firm is willing to finance sales, 








should such service be required. 

The water systems offered by 
Horn’s are priced from $117 to 
$200, with many sales being made 
to summer residents in May and 
June before the _ out-of-towners 
make their annual summer treks to 
the area. The chief reason for this 





pre-season buying is that many 
summer residents are constantly 
exposed during vacation to the 
Horn water systems display and 
often make a purchase of a unit, 
where one has never been used or 
as a replacement, well in advance of 
its need. 


Case History No. 2 


Window Display Ties In 
With Water Systems Month 


Advertising and frequent use 


of window displays help sell 


running water idea 


At the B. & F. Hardware store in 
Port Jervis, N. Y., Frank Furman 
finds that stressing the convenience 
and sanitation features of running 
water are important sales points 
that make his customers think 
about the purchase of water sys- 
tems. He features such equipment 
in his windows at times. 

Last May, in connection with 
National Water Systems Month, the 
firm sent four direct mail pieces to 
100 selected prospects in the rural 
areas surrounding this town of 
9,000 population. At the same time 
electric water systems and acces- 
sories were given attention in one 
of the open back windows of the 
store. Green crepe paper trim on 
either end of the window and some 
manufacturers’ cards helped call 
attention to the two water systems 
lines offered by the store. 


Installs Water Systems 


Some of the firm’s sales of water 
systems are to new users. Others 
are for replacements of units no 
longer considered of adequate ca- 
pacity. The firm installs water 
systems but does not dig wells, 
although it will recommend well 
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diggers to complete the job for the 
customer. In most instances the sale 
of a water system at $99.50 for a 
shallow well is but part of a series 
of other sales. The firm also sells 


higher priced units of merchandise. 

In the words of Frank Furman, 
“When you sell a water system you 
can bank on extra sales including 
galvanized fittings, a water softener 





Water systems and other rural home needs were shown 
in this display during National Water Systems Month. 
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and other equipment. Frequently 
the sale of a water system leads 
directly to the sale of complete 


kitchen equipment including a 
range and a refrigerator. Most of 
these sales are on a cash basis, 
although we will finance them 
through a bank.” Deferred payment 
plans usually require one-half of 
the purchase price at the time of 
delivery with the balance spread 
over a period of a year. 

Although no cold canvassing is 
used to sell water systems and other 
major items, store developed leads 


are followed up by personal visits, 
In the summertime water systems 
are usually displayed up front, with 
a running water display in use from 
time to time. 

With up-front displays in the 
warmer months, water systems are 
shown between kitchen equipment 
and other appliances. A natural tie- 
in sale, at this time, is garden hose 
and other lawn and garden equip- 
ment and materials. 


Case History No. 3 


Emphasizes Thrift to 
Sell Poultry Farmers 


How a Maine hardware dealer 


finds it particularly profit- 
able to specialize on selling 
water systems to poultrymen 


When the Westons of Waldoboro, 
Me., go out to sell a poultry farmer 
an electric water system they em- 
phasize thrift as one of the three 
features coming from use of such 
equipment. It will save time and 
reduce operating expenses while 
providing better egg and chicken 
production from the farmer’s 
flocks. 

Kenneth and Lawrence Weston— 
brothers, who operate the S. H. 
Weston & Sons hardware store in a 
town of 2,500 population—started 
to do a better merchandising job 
on electric water systems when they 
began to feature them as a poultry 
farm necessity. 

Says Kenneth Watson, “Our first 
few water systems sales to poultry 
farmers were difficult to complete. 
But those early sales have helped 





Corner of the store in which water systems and hand pumps are 

given regular display. Other farm needs are shown in the same 

area, including filter discs for milking machines as well as 
other sanitary aids. 
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make our selling job easier today. 
When a newcomer buys a home in 
Waldoboro or vicinity and plans to 
be a poultry farmer we contact him 
and urge him to visit other poultry- 
men using our water systems. At 
the same time we suggest to the 
new resident the type of equipment 
he will need, plus the approximate 
cost of a complete installation which 
will be ready for operation.” 

One of the firm’s chief aids in 
selling water systems is the im- 
mediate interest of the farmer’s 
wife. While he is interested in 
saving labor for himself and in cut- 
ting his operating costs the farm 
wife is also thinking of her own 
comfort. When the housewife is 
sold on the idea it is often very 
easy to convince the farmer of the 
need for running water, plus equip- 


ment for assuring a good water 
supply for his poultry houses. 


Starts Sales Cycle 


Sale of an electric water system 
opens up many additional sales op- 
portunities for the Westons. After 
the water system has been installed 
the farmer’s wife wants a modern 
kitchen sink and other kitchen 
labor savers. Its installation also 
leads to desire for a modern bath- 
room. As the new poultryman’s 
profits increase the family is a good 
prospect for an electric water 
heater and any number of other 
appliances and improvements for 
the home. 

“Many of our steady customers 
were first acquainted with our store 
through their purchase of one of 


our water systems. Completely 
satisfied with their electric water 
system,” says Kenneth Watson, 
“they visit our store whenever re- 
quiring other lines we carry for 
their homes and farms. Our sales 
of electric water systems have been 
profitable in themselves besides giv- 
ing us the opportunity to make 
many other additional sales which 
we might not otherwise have 
made. 

The Weston brothers and their 
five employees are aided in their 
sales efforts by display of an elec- 
tric water system right in their 
store. Catalogs are distributed to 
prospects, regular mailings are sent 
out to tell charge account custom- 
ers about water systems and they 
are frequently featured in ads in 
a weekly newspaper. 


Case History No. 4 


Service Builds $40,000 Volume 


Trained staff and fast ‘service 


are big factors in Virginia 


dealer’s good volume. Enthusiasm 
for line is relayed to prospects 
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Facts and figures as 
to water systems are 
given to a prospect 
by Fred I. Brumback. 
Working model 
shown enables con- 
vincing and quick 
sales demonstration. 


Complete service is one of the 
prime factors in annual sale of 
$40,000 in water systems by C. I. 
Brumback & Sons, Inc., in Win- 
chester, Va. Fred I. Brumback, 
who heads the company, is an hy- 
draulic engineer and graduate of 
Virginia Polytechnic Institute, and 
has passed on some of his knowl- 
edge of water systems to four of 
his employees. 

After determining those mem- 
bers of his staff best adapted to 
work on water systems installation 
and service, he set about giving 
them sales, installation and service 
information. He taught them how 
to drill a well, how to determine 
how much water it would furnish 
and how to find from what depth 
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water would have to be pumped. 
His instruction also included meth- 
ods of determining whether there 
would be sufficient capacity to do 
specific jobs. 

With on-the-job training fairly 
well advanced, he sent each of his 
four associates to a manufacturers’ 
four-day training school. It was his 
feeling that the training school 
work should supplement field ex- 
perience, rather than have them do 
school work to be followed by field 
experience. 

The Brumback firm had been sell- 
ing water systems for nearly 35 
years when Fred I. Brumback en- 
tered the business in 1946. His em- 
phasis on the sale of running water 
has been the means of more than 
doubling water systems sales be- 
tween 1946 and 1951. In addition to 
the know-how of his employees and 
himself, the firm has good service 
equipment including a truck with a 








hoist that can pull a pump needing 
repairs out of wells of almost any 
depth. During the firm’s first year 
of featuring water systems a total 
of 75 sales were made. Each year 
since that time volume in such lines 
has sharply increased. 

When Mr. Brumback first began 
to emphasize water system sales he 
started querying visitors to the 
store as to how they were getting 
their water supply, whether it was 
adequate for their needs and if a 
visit to check on their equipment 
would be welcomed. He offered to 
check their water supply systems, 
without obligation, and to drill a 
well and test for water. 


Checks Recommendations 


Fred I. Brumback usually checks 
the findings of tests made by his 
employees to see whether there is a 
sufficient source of water to war- 
rant the prospect’s investment in a 
water system. He also determines 
the size of pump and horsepower 
needed to provide pressure adequate 
to put water anywhere the farmer 
wants it. 

It is the firm’s habit, whenever a 
new building is going up or a well 
is being built, to inquire wat 
means are being considered to ob- 





tain and distribute water. On such 
visits he tells of the water systems 
sold by his concern and about the 
services Brumback’s can offer. 


Installations Are Ads 


Some of the best advertising for 
the line sold by Brumback’s is com- 
pletion of an installation. Neigh- 
bors visiting homes and farms in 
which a water system has been in- 
stalled are immediately interested. 
When they see that a pump of ade- 
quate power can put water over a 
mountainside in the right amount 
and at the right rate or that there 
is sufficient capacity for spraying, 
they often make contact with the 
firm for information as to their 
own needs. 

Good store display has been an- 
other factor in increasing water 
systems sales. Frequent window 
displays featuring water systems 
and use of advertisements in county 
newspapers have helped consider- 
ably in telling the story of Brum- 
back’s water system activities. 

The firm’s farm machinery shop 
mechanics obtain many good leads 
for water systems sales as the re- 
sult of repair trips. Such leads are 
given prompt follow-up by Mr. 
Brumback or by his brother. 


Window displays 
like this help 
keep water sys- 
tems in the eyes 
of his trade at 
all times. Mr. 
Brumback stands 
by the display. 
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Case History No. 5 
Features Water Systems in Displays 


Ample water systems inventory 
and prompt repair service tied 
to good display help build sales 


Your own local tie-in with Na- A ened sie deie pats, Set, 0 


tional Water Systems Month can be 
a profit puller for you as it was, in 
1951, for Wm. R. Herrick & Son in 
Halfday, IIll., a town of 600 popula- 
tion. Use of a window display and a 
feature display in the store itself 
helped center the attention of the 
firm’s customers and prospects on 
the fact that May, 1951, was Na- 
tional Water Systems Month. 

The Herrick store sold 12 water 
systems during last year’s Water 
Systems Month. 

Ever since entering the hardware 
business a little over two years ago 
Mr. Herrick and his son, Charles 
P., have considered and pushed 
water systems as a major line. In 
addition to the window display 
shown in these pages the Herricks 
had a special, indirectly lighted fea- 
ture display at the wrapping table 
for Water Systems Month. An elec- 
tric pump and a cistern pump, plus 
accessories were shown at this van- Window display, including Water Systems Month poster, as used last 
tage point. Thus most visitors to year to show an electric water system, hand pump and water heater. 
the store were exposed _ several 
times to the running water story by 
noticing both window and interior 
displays. 





BEBA ibe: 





hwo 


Good Inventory Important 


Says Mr. Herrick, “I have found 
that a good inventory at all times is 
very important for pump sales. We 
have six or seven pumps on the floor 
at all times and two or three models 
of sump pumps, and warehouse 
some of each model that we carry.” 

In addition to store display the 
Herricks have a good sales tool in 
the water systems field in that the 
firm can give complete and prompt 
water systems repair service. 

Says Charles Herrick, “When we 
are called out on a water pump 
emergency, we really make friends. 


People know that they can get such 
service regularly and that they can Electric pump, hand pump and accessories received feature 


depend upon us. Offering service display in front of the three-sided wrapping table. 
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brings these people to our store to 
buy other merchandise. We have 
sold numerous other equipment and 
appliances as a direct result of our 
prompt water systems service.” 


The Herrick store is 64 ft. wide 
and 32 ft. deep. Built of concrete 
and steel, it is set back 100 ft. from 
the highway. With this wide strip 
in front of the store parking is no 
problem. A large sign near the road 
as well as highway signs on both 
approaches inform all highway 
travelers that it is a hardware store. 

As former construction men the 
Herricks make a strong bid for the 
sale of many types of equipment 
used by contractors in building 
homes. Then when the new resi- 


dents arrive they go after sales of 
equipment of interest and value to 
the home owners. 

Believers in outdoor display as a 
means of stopping traffic on the 
heavily traveled highway, the Her- 
ricks had their store constructed 
with a cement platform, a foot 
above the highway and four feet in 
width, for showing varied lines, 
Numerous sales of outdoor dis- 
played merchandise are made right 
on the platform without the cus- 
tomers entering the store. 


Case History No. 6 


Window Sign Stresses 


Water Systems 


Sign painted on store window is 
constant advertisement for water 
systems featured irtdisplay window 


much of the year 


People in and about Platteville, 
Wis., are constantly reminded that 
Heiser Hardware sells, installs and 
services water systems. Painted on 
the outside of one of the firm’s win- 
dows in large letters are the words, 
Farm Water Systems. Much of the 
year there is a water system and 
related goods displayed in that 
window. 

Another key factor in the firm’s 
good volume in water systems is 
that it offers prompt service with 
its two-man crew. Water systems 
service takes precedence over all 
other types of emergency calls. 

The Heiser store’s individual 
water: systems sales are seldom be- 
low $400 and many of them are at 
a figure considerably higher. 

Heiser Hardware operates a 
sheet metal shop and its service 
crew handles both water systems 
and furnace installation and repair. 
Says Mr. Heiser, “Despite the prob- 
lem of getting as much pipe as we 
wanted, water systems sales were 
good all during 1951. Our farm ac- 
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counts are adding water systems, 
furnaces and other equipment for 
their homes and barns. When buy- 
ing such equipment they want to do 
business with local dealers from 
whom they can get service from 
year to year.” | 





Large lettering on Heiser's 

window calls attention to a 

constant display of water 
systems. 





How to Increase Water Systems Sales 
(Continued from page 75) 


man who installs his own equip- 
ment we suggest that the hardware 
dealer maintain kits of tools used 
in installing or servicing water sys- 
tems. Wrenches, pipe cutters, dies, 
etc., should be in these kits. 


QUESTION: How big an inven- 
tory of water systems must a hard- 
ware dealer have to successfully 
merchandise water systems? 

ANSWER: We do not sell water 
systems and have no axe to grind. 

We believe a minimum of three 
water systems—at least one of each 
of three models is necessary. The 


dealer can then start by showing 
the prospect one of the larger ca- 
pacity models with particular em- 
phasis on the fire protection ad- 
vantages of such a unit. He should 
not sell wp in this case, but down. 
He should start his sales talk with 
emphasis on the advantages of the 
larger capacity unit. 

If the higher priced, larger ca- 
pacity unit’s price scares the pros- 
pect, then the dealer should shift 
his sales talk to the merits of the 
medium capacity unit. This gives 
the prospect a choice. Always give 
him a choice if possible. 
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Separate Department 


Doubles Builders’ Hardware Sales 


Claude B. Jourden, owner of 
Pioneer Hardware, Beverly Hills, 
Calif., discovered how he could add 
more and badly needed display 
space for his middle-of-the-block 
store. In doing so he doubled his 
business in builders’ hardware. 

To get the additional space that 
his business required, Mr. Jourden 
simply knocked out a sidewall, open- 
ing an area in which builders’ hard- 
ware was moved as a separate new 
department. 

The move enabled the store to 
increase its inventory in builders’ 


Self-service increased greatly after 
builders’ hardware lines were moved into 
separate section in enlarged store 


hardware from about $5,000 to 
$10,000. 

Before the store alteration was 
made, builders’ hardware was 
pretty much a “step child” line and 
this type of merchandise was not 
properly segregated or displayed in 
the crowded front of the store. 


Sales Increased 200 Pct 


“Consequently,” explained Mr. 
Jourden, “we seldom sold over $150 
worth of builders’ hardware, even 
with the help of our contractor cus- 


tomers. However, in the short while 
that we have had the builders’ hard- 
ware department we have increased 
sales no less than 200 pct. The vol- 
ume has ranged from $350 to $500 
per week. 

“About 60 pct of this business is 
coming from our regular store traf- 
fic, and from customers who never 
seemed to realize that we handled 
such merchandise. 

Space for the new builders’ hard- 
ware section, which measures 30 by 
50 ft., was acquired by renting the 
back area of an adjoining store. A 





Plumbing supplies, miscellaneous hardware, and nails are passed by customers 
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going into new builders’ hardware section. 














Claude Jourden directs the nailing of sign over his new builders’ 
hardware department, which was created out of warehouse space. 


20-ft. archway connects the new 
builders’ hardware section with the 
main store. 

The walls and ceiling were 
painted a light color and the sec- 
tion is brightly lighted. Green as- 
phalt tile was laid on a concrete 
floor. 

Panel boards of the cases which 


line the back wall are sampled with 
cabinet hardware. 

Much of the merchandise in this 
new department is binned and all 
is clearly price marked. 

“Our idea in seeing that every- 
thing in the bins was priced has 
been most important, as is evi- 
denced by the increase in pick-up 


sales,” Mr. Jourden stated. “The 
builders hardware business has now 
reached the point that about 65 pct 
of it is being done on a self-service 
basis.” 

Due to the increase in self-service 
in this department it has not been 
necessary to hire any additional 
sales help. 


Sells Water Systems to Save Parched Lawns 


The worst water shortage in the 
history of the town of Corsicana, 
Tex., last summer plus a little in- 
genuity resulted in a bonanza of 
water system sales for a local mer- 
chant. 

Saint Augustine grass is planted 
on many of Corsicana’s fine lawns 
and it requires heavy and frequent 
application of water to survive 
Texas summer ‘heat. So it was bad 
news in the summer of 1951 to 
many land owners when, because of 
the water famine, the city law- 
makers imposed a $100 fine on any- 
one seen sprinkling his lawn with 
city water. 
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The Farmers Service Co., Ltd., 
of Corsicana, realizing the pride 
these Texans take in their land- 
scaping, hit on the idea of selling 





LAWN WATER BY 


Myers Carlon 
Water Plastic 
Pumps Pipe 


Farmers Service Co., Ltd. 
407 W. Main Phone 1271 











Type of sign used on lawns. 


water systems to land owners to be 
exclusively for lawn watering. The 
result was that the company had 
more business than it could handle. 

As additional publicity and to 
provide the land owners protection 
from interference with the police 
and trouble with their neighbors, 
the company installed a sign on the 
lawn of each water system buyer 
like the one shown at the left. 

Besides saving the lawns of 
Corsicana, the Farmers Service 
Company was credited with saving 
a number of azalia plantings, in- 
cluding one which was valued at 
$10,000. 
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Packaged Merchandising— 
A Business Builder 


Packaged merchandising is the 
basis for the astonishing sales 
record achieved by two young op- 
erators of the North East Hard- 
ware Co., which seven years ago 
was started by Don Gagliano and 
his brother-in-law Sam Muscarella. 

They each raised $1,800 to start 
their small hardware business in 
North East, Pa., a small suburban 
community of 5,000 people, 12 miles 
east of Erie. 

Since Mr. Gagliano has a flair 
for merchandising and Mr. Mus- 
carella is strong for service, they 
developed their packaged merchan- 
dising methods naturally. 


Selling not just 
an appliance, 
but a complete 
kitchen; not just 
floor coverings, 
but the complete 
installation, built 
the North East 
Hardware Co. 
up to a $400,000 


volume business. 
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Starting with $3,600 seven years ago, here’s 
a store that used related selling to achieve a 
$400,000 volume in 1951 


The result? It’s almost a story- 
book success story. Their volume 
rocketed from $17,000 the first 
year and $34,000 the second year, 
to an amazing $237,000 in 1950. 
And in 1951, the now big hardware 
store in a small town was doing 
business at the rate of $400,000 on 
an inventory of $90,000. 


Sell a Complete Job 


Packaged merchandising at the 
North East Hardware means sim- 
ply this: The partners don’t just 
sell a farmer barn paint, they also 
arrange for a painter to do the 





job. Instead of just selling plumb- 
ing fixtures, they work with a 
plumber and sell a complete plumb- 
ing installation. 

When a prospect for a kitchen 
appliance enters the store, they try 
to sell a complete kitchen. In an 
upstairs appliance section, they 
have a model kitchen as well as a 
large selection of individual appli- 
ances on display. This goes a long 
way towards putting over a pack- 
aged kitchen sale. Incidentally the 
store services all appliances it sells. 

The same philosophy is carried 
through all departments where 

(Continued on page 108) 


PAOPERTSP I Ve 


87 











Appearance of 
the store was 
completely 
changed by the 
installation of 
new fixtures. 








Improved Store Has 
Greater Drawing Power 


Wider trading area is now served by Wisconsin store that 
uses radio and newspapers constantly. Opening 
event drew 5,000 people in three days 


“One effect of our modernized 
store, due perhaps to better dis- 
plays, increased advertising and the 
publicity in connection with our 
reopening,” says Arthur Volkmann, 
“is that we are now drawing cus- 
tomers from a much wider trade 
area.” 

The owner of the Volkmann 
Hardware store in Beaver Dam, 





-- 


i> Soncoe lighting highlights tools 
displayed against light background. 
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Wis., reports that his business has 
shown a substantial increase since 
it was remodeled in the summer of 
1950 and reopened with a 5,000 at- 
tendance during the _ three-day 
event. 

Mr. Volkmann has found it to his 
advantage to increase his advertis- 
ing appropriation in order to keep 
the name of his store before the 
public. 

His advertising schedule includes 
daily newspaper ads, and a 15- 
minute radio program of news, 
music and commercials on a new 
local station. 

The remodeled part of the store 
is 40 by 70 ft. and a new addition 
measures 40 by 25 ft. The latter 
room houses paint and toy displays 
and a service department. New fix- 
tures were acquired through the 
Wisconsin Retail Hardware Asso- 
ciation. 

Paint is an important line with 
this store. The main display is up 
front. 


Exhibit Paint at Shows 


“At our local Home Show each 
year we usually exhibit paint in- 
stead of appliances as many other 
firms do,” says Mr. Volkmann. “‘We 
are the only firm exhibiting paint, 
and this does us a lot of good. Peo- 
ple who attend a Home Show are 
just as interested in paint as they 
are in other needs for the home.” 


This rear corner 

section holds 

much appeal for 
sportsmen. 
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In the remodeled store the office 
is located in the rear right-hand 
corner and is about a foot higher 
than the floor of the store, which 
affords a full view of the establish- 
ment to anyone who may be in the 
office. 

At the time of remodeling, Mr. 
Volkmann took in an associate, 
Michael Mersch, to help him oper- 
ate the business. Mr. Mersch was 
previously identified with the Mon- 


arch Malleable Range Co. as a deal- 
er salesman. 

“A man really gets a thrill out of 
owning and operating a modern 
store like this,” states Mr. Volk- 
mann. “It is what every dealer 
dreams of when he enters business. 
It is so easy to serve and please cus- 
tomers in an improved store that 
has more merchandise on display. 
It makes me wish that I had done 
this earlier.” 
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If you sell paint and wallpaper 
and allied lines, you'll find 





this article especially interesting 


Is a Self-Service 
Paint Store Practical? 


Here is how Sears, Roebuck answers that question 


It is not our purpose to try to 
prove that a self-service paint and 
wallpaper store is or is not prac- 
tical. 

Instead, we are going to review 
some of the experience of our or- 
ganization in the merchandising 
and selling of paint, wallpaper and 
other lines on which we have based 
our decisions covering the type of 
customer service that we think 
must be provided in a paint and 
wallpaper store. 

Before reviewing the background 
of experience on which our deci- 
sions for selling plans have been 
developed, we want to say that we 
feel that Sears, Roebuck & Co.’s 
position in the paint and wallpaper 
business will be very much stronger 
than it is if we can find a way to 
sell our paint and wallpaper prod- 
ucts on their merits as products, 
without depending on salespeople 
with long experience in the selling 
of such items. 

During the past two years the 
concentrated effort of the Super- 
visor and Retail Sales Department 
of Sears buying division of paint 
and wallpaper has been turned to 
the development of displays that 
help bring about a great degree of 


Can paint and wallpaper be sold on the same 
self-service basis as food? Or is selling 

paint different? Read these thought-provoking 
comments by two Sears, Roebuck paint experts 


self-service in our stores. This has 
been done out of necessity because 
of the large number of stores we 
have in which we do not have suffi- 
cient numbers of well-seasoned 
paint and wallpaper salespeople to 
handle our customers properly. 

It will be easier for you to de- 
termine whether or not a self-ser- 
vice paint and wallpaper store is 
practical if you will first establish 
clearly in your mind what you must 
do for your customers to make it 
possible for them to decide on the 
types and quantities of paint and 
wallpaper merchandise needed. 

We know -that self-service has 
proved very satisfactory in certain 
fields. Let’s start by examining the 
product that has been sold most 


About this article . . . 


successfully through self-service re- 
tail stores. We can think of no line 
that has been sold through self- 
service operation as successfully as 
the food line. 

Let’s take a look at this line and 
see if we can determine why this 
lends itself to the self-service type 
of operation. Food is probably the 
most frequently purchased of all 
things. Therefore, from the time 
any of us is capable of reasoning 
and thinking for himself, he knows 
pretty well from previous experi- 
ence what is contained in a No. 2 
ean with a picture of a tomato on 
the label. 

Customers also know how to pre- 
pare the contents of such a can for 
serving without advice or guidance 


This article is a condensation of a talk presented at a meeting of 
the Paint & Wallpaper Assn. of Cook County (Illinois) by Thomas 
Erickson, senior buyer of paints and allied lines, and Charles Mone- 
hen, assistant retail sales manager of paints, Sears, Roebuck & Co., 
Chicago. Because of the unusual degree of interest evidenced by 
the dealers who heard the talk, plus the fact that the authors touch 
on subjects of special interest to independent dealers, we are pub- 
lishing it here with the kind permission of the authors and J. C. 
Amis, secretary-treasurer of the association. 
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Here's what Du Pont is telling professional 
painters about nylon paint brushes 
in AMERICAN PAINTER & DECORATOR, NATIONAL 


PAINTERS MAGAZINE and PAINTER & DECORATOR 
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from a salesperson in a grocery 
store. Before a customer goes into 
a grocery store, she usually knows 
what items of foods she wants and 
the quantities she will need. Most 
important of all, she knows how to 
prepare those foods when she gets 
home. Therefore, her primary in- 
terest after entering the store will 
be to locate the merchandise and 
obtain assistance in having it 
wrapped and completing the sale. 


Use Attractive Displays 


It seems to us that the most im- 
portant thing the grocery stores 
have to do for their customers is 
to get their merchandise out in ade- 
quate quantities in attractive dis- 
plays from which it is relatively 
simple for the customer to pick up 
the items needed. This is an ideal 
condition for the development of a 
self-service operation. 

Another good example in this 
class is men’s furnishings. It’s not 
a difficult matter for an individual 
to decide when additional clothes 
are needed, and it’s not a difficult 
matter to decide which articles of 
clothing are needed. While it is 
helpful for a man or a woman to 
have the assistance of a clerk when 
selecting items such as men’s shirts, 
undershirts, shorts and hosiery, we 
can plainly see that these items can 
be selected from neat and attractive 
displays without too much difficulty 
and without the assistance of a 
sales person. 


Assistance Needed 


As in the case of food items, the 
assistance of salespeople is finally 
essential for wrapping the selected 
items and completing the transac- 
tion, but it is conceivable that se- 
lections of merchandise of this type 
can be made without the assistance 
of salespeople. 

Shoes, another item of clothing, 
however, present an entirely differ- 
ent problem. Low price, even for 
the highest quality in shoes, is of 
little value unless the shoes fit. 
Customers buying shoes need tech- 
nical advice as well as actual assis- 
tance from salespeople in fitting 
and trying out various sizes and 
styles of shoes. This line probably 
could not be sold on a self-service 
basis with any large degree of 
success. 

In discussions with our store 
managers, personnel managers and 
our executives about selling prob- 
lems we encounter in the paint 
business, we refer to paint as a 
“hidden product” and other lines 
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handled by Sears — such as hard- 
ware, chinaware, lamps, auto acces- 
sories, etc., as “visual merchan- 
dise.” In our opinion, the problems 
encountered in selling wallpaper 
fall about halfway between the ex- 
tremes we find in the selling of 
paint and “visual merchandise” of 
the types just referred to. 

The visual type of merchandise 
is purchased by customers largely 
on the basis of their own appraisal 
of its value based on the appear- 
ance of the merchandise, color, 
weight, size, etc.; whereas paint, in 
our opinion, is bought strictly on 
the basis of confidence in the sales- 
person and the manufacturer and 
the retailer. 


We issue approximately 50 mil- 
lion mail order catalogs per year. 
These catalogs represent our en- 
tire sales organization and selling 
facilities for mail order customers. 
This mail order business is, in ef- 
fect, a self-service system, and we 
would like to report to you some of 
the conclusions we have been forced 
to draw about our mail order paint 
and wallpaper business. 


Trained Salesmen Needed 


The amount of paint business 
done by us through mail order cata- 
logs, in relation to our retail busi- 
ness, is relatively a great deal less 
than is done by lines such as men’s 





suggestion selling. 


B. House cleaning supplies 
C. Ladders and accessories 


E. Thinners, mixers, driers 
F. Removers 


B. Patch and repair materials 


D. Window glass 


A. Paint brushes 
B. Paint sprayers 


A. Interior oil finishes 
B. Interior water thinned paints 
C. Floor paints and enamels 


F. Wallpaper 


A. Automobile finishes 
B. Exterior home finishes 
C. Exterior farm paints 
D. Masonry finishes 

E. Marine finishes 

F. Preservatives 


H. Rust sealing paints 





Table 1 


Classifications used by Sears Roebuck for arranging displays 
of paints and sundries in their retail stores permit better 


Group | Prepare For and Clean Up After Painting 
A. Brush cleaners and conditioners 


D. Miscellaneous materials and tools 


Group II Patch and Repair Before Painting—Indoors, Outdoors 
A. Caulking and glazing materials 


C. Surface preparation materials 


Group III Paint Application, Floor Refinishing Equipment and Materials 
C. Roller coaters and special applicators 
D. Floor refinishing equipment and materials 


Group IV Finishes for Beautiful Homes 


D. Wood finishes, floor maintenance materials 
E. Texture paints, dry wall construction materials 


Group V Outdoor and Indoor Finishes and Preservatives 


G. Roof and gutter repair and maintenance materials 
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shirts, socks, shorts, shoes, hard- 
ware, auto accessories and sporting 
goods. 

We are convinced that this is so 
for one main reason: The impor- 
tance of the product to a customer 
who is contemplating doing some 
decorating and painting is very 
much secondary to the importance 
of proper guidance and instruc- 
tions on how to proceed to do the 
work. 

You may ask, “Why don’t you 
publish this information in your 
catalogs?” We do publish as much 
of this information as we can af- 
ford to, based on the sales results, 
but we cannot possibly publish all 
of the answers covering every type 
of painting and decorating problem 
in a manner that can be easily un- 
derstood by customers. 

Recognizing that our customers 
must have detailed instructions fo- 
each job, we offer free of charge to 
mail order as well as retail custom 
ers, a rather expensive “How to 
Paint” book. Experience shows that 
this book is a great help to custom- 
ers, but it does not take the place 
of the person-to-person contact that 
customers need. 

In our wallpaper business the 
mail order portion in relation to 
our retail business is much better 
than in paint. However, our mail 
order portion in relation to our re- 
tail wallpaper business is not as 
good as is done by the typical visual 
merchandise lines such as hard- 
ware, sporting goods, etc. 


Customer Confidence Sells 


In our retail stores there is an 
abundance of evidence that many 
types of painting and decorating 
materials are sold more on the 
basis of the confidence customers 
have in salespeople than on the 
merits of the products or confidence 
in Sears. Where we have men who 
have become well-seasoned paint 
salesmen through continuous ser- 
vice in the paint department over 
a period of five years or more, our 
paint business, in relation to total 
business done by all lines carried 
by the store, will often be twice as 
great as the paint business done in 
stores of the same size, carrying 
the same lines, but staffed with 
people with only one or two years 
continuous experience selling paint. 

The difference in sales perform- 
ance, due to length of service and 
the amount of training is not near- 
ly so pronounced in wallpaper as it 
is in paint. 

In many of our small stores 


where the volume is not large 
enough to support a full-time divi- 
sion manager in the paint and wall- 
paper department alone, we have 
a semi-self-service operation. In 
other words, customers have to de- 
cide for themselves generally what 
they need, because they can get 
very little help from salespeople. 
In such instances, our share of the 
business we do in the community 
is extremely small in total and, 
what is more important, most of 
the business is on what we classify 
s “Home Maintenance Materials” 
instead of ““Home Decorating Mate- 
rials.” 





Worth Repeating . 

“The store that has avail- 
able the best information, 
through the medium of well- 
informed salespeople, will get 
the lion’s share of the paint 
business every time.” 

—T. ERICKSON and 
C. MONEHEN, 
Sears, Roebuck & Co. 











We classify items such as house 
paint, floor paint, roof coatings, 
putty, etc., as “Home Maintenance 
Finishes.” These items lend them- 
selves to a semi-self-service type of 
operation because they are items 
that have to be purchased at rather 
frequent intervals. Once a cus- 
tomer has learned what he needs 
for certain maintenance work and 
how to use the products, he no 
longer needs advice and guidance 
from salespeople and immediately 
becomes interested in buying prod- 
ucts backed by a good name on 
which he can save some money. 

This brings us to the most im- 
portant conclusion that we have 
drawn from all of our experience in 
our mail order and retail opera- 
tions, and that is that the buying 
public is not interested in buying 
paint and wallpaper products as 
such—The buying public is inter- 
ested only in buying information. 

The store that has available the 
best information, through the me- 
dium of well-informed salespeople, 
is the store that will get the lion’s 
share of the business every time. 
In the normal course of selling in- 
terior decorating materials for any 
one of dozens of different types of 
projects, such as redecorating a 
living room which has some cracked 

(Continued on page 102) 
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6 Turnovers in Housewares 


Finding what women would buy and 


gearing his stocks to their demands 


profits Gordon Cleage. How he made 


good sales where others had failed 


Within one block from 1926 11th 
Ave. S., Birmingham, Ala., where 
Gordon Cleage opened his Five 
Points Hardware store 10 years 
ago, three hardware stores had 
failed. Yet Mr. Cleage not only de- 
veloped the store into a productive 
and profitable neighborhood store 
but has also added three additional 
neighborhood stores. 

The reason why Mr. Cleage suc- 
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Gordon Cleage, operator of four 
Birmingham hardware stores. 


ceeded where others failed is that 
he attracted women’s trade, and 
pulling women customers into a 
neighborhood store is vital, in his 
opinion. 

He attracts women by catering 
to their needs. Once he gets them 
trading with him for their kitchen 
utensils he also gets them as regu- 
lar customers for other merchan- 
dise. 





Five Points Hardware turns its 
housewares stocks six times a year 
and his other three stores follow 
this fast pace. 

Here’s how Mr. Cleage developed 
his housewares departments: 

Once a week, usually on Wednes- 
day afternoons, a woman from his 
staff shops the downtown stores, 
including the chain, variety and 
department stores. She observes the 


Mrs. Ethel Crot- 
well, housewares 
section manager, 
East Lake Hard- 
ware Co., shows 
some of the cer- 
amic planters of 
which she sold 50 
gross per year. 
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+4 13.95* 


Davis Unit ' 22” Cut 
Boxed ' Briggs & Stratton 
Exclusive 1.6 H.P. Engine 


Patented \ *All Prices f.0.b. 
\ Richmond Plus Tax 


ede! 50/50 —$94.95* | 


™~ 


18” Cut 
Briggs & 
Stratton 
and Clinton 
1.1 H.P. 
Engine 
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ay 


(ROTARY “MULCHING” Model 51 7, 
( 20” Cuts ay j\ ‘ = 
vs 1.6102 H.P. eho 
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Engine 
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An all-time high of 1,075,000 units was set last 
year in Power Mower sales... with large 21’- 
22” mowers outselling their smaller brothers. 


You can cash in on the sales trend to bigger power mowers 
—with Davis “large economy size’’ Model 52—the Bic 22” 
mower with the little price tag. 

Model 52—like all Davis reel type power mowers—has 
the exclusive Flex-A-Matic clutch . . . a throttle controlled 
V-belt automatic transmission—with full safety release— 
that eliminates the need for a separate clutch control lever. 
Safest! Easiest to operate! 

A few of the many other exclusive features that make 
Davis different and better are: Rubber Mulching Roller 
* Non-Clogging Drive Shaft Guard + Self-Aligning 
Bearing Sleeve * Unit Shipping Box * Today's Lowest- 
Priced Quality Mower Line. 
All are important reasons why Davis will be your finest 
profit maker. See your Jobber or write. 


G. W. DAVIS CORPORATION 


Richmond, Indiana, U.S.A. * Established 1902 


WHISPERING 
Model 57 
Streamlined 
Beauty and 
Mechanical 5 


National Advertising 


New, Improved 

Smartly Styled 

Davis Quality 
Throughout 


ees Al 


Exclusive Davis FLEX-A-MATIC 
Safety CLUTCH 


A V-Beit Automatic 
Transmission! Elimi- 
nates necessity for sep- 
arate Clutch-controls. 
Fully automatic. Safety 
release manually cone 
trolled. Clutch operation 
controlled by throttle 
lever. Precision-made 
unit... No adjusting 
required. 




















Five Points store manager Claude Miller prices wastebaskets. 
The store stocks 15 shapes and designs. 


ea Vole 





Backroom stock is arranged so items can be picked out fast. 





operation of their housewares de- 
partments and notes new and likely 
looking items. 

The housewares section man- 
agers in the other Cleage stores 
follow the same practice. 

Mrs. Ethel Crotwell, who heads 
the housewares department at the 
East Lake Hardware, 7627 First 
Ave., N., on one of her periodic 
visits to other stores noted some 
ceramic planters. From her sup- 
plier she ordered four dozen. The 
first day she put them on display 
she sold all but six. In a year’s time 
her department moved 48 to 50 
gross of them. 


Follow Color Trends 


When Mr. Cleage adds a line of 
housewares he tries to stock the 
complete line. Experience has shown 
that when he sells part of a dinner 
set to a customer he'll eventually 
sell her a complete set, about half 
the time. 

Mr. Cleage and his housewares 
people are color conscious and try 
to follow color trends. At one time 
many local kitchens were trimmed 
in red, but currently, in his trading 
area, yellow kitchenware has top 
appeal. 

The Cleage stores also try to 
carry goods in two or three price 
ranges. Salespeople are taught to 
sell up. 

Housewares have half the store 
space and window display space in 
the four stores. 

The Birmingham stores also try 
to offer a wide spread in merchan- 
dise. For example, they show at 
least 15 different sizes and shapes 
in wastebaskets. 

In addition to the two stores 
mentioned, Mr. Cleage also oper- 
ates Vulcan Paint & Hardware, 
2238 S. 18th St., Homewood, and 
Woodlawn Paint & Supplies, 9 55th 
Pl. W. 


Hand Files Made in Many Varieties 


A hand file is a familiar house- 
hold tool and a necessity in many 
industries. Nearly 112 million 
metal cutting hand files and rasps 
were made in 1947, says Steel Facts, 
and about 25,000 tons of high car- 
bon steel bars were consumed in 
their manufacture. 

In general, there are six steps in 
the manufacture of a metal cutting 
hand file after the steel is analyzed 
for uniformity and the bar has been 
cut to the desired lengths. First, 


98 


the cut bar is forged into a blank 
of the proper design. The blank is 
then annealed (softened by heat in 
a furnace) to make further proc- 
essing easier. The next step is 
straightening, grinding and draw 
filing the blank to assure a smooth 
surface in the cutting machine. In 
the cutting machine, teeth are 
raised on the blank by rapidly mov- 
ing small, sharp chisels. No metal 
is removed from the blank, but the 
metal displaced by the little chisels 


is raised above the original surface 
of the blank. 


Oil Protects Files 


After the teeth have been cut into 
the blank the file is hardened. Then 
it is cleaned, and the next step is 
the sharpening of the teeth, if that 
is necessary. The final step in 
manufacture is oiling the file for 
protection against rust or other at- 
tack. 
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The famous ball-bearing beater 
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WEW 
PROFITS... 


it’s a winner. .. sells like hot 
cokes... that’s because it has 
the outstanding features in 
Die-Cast construction keeps liquids 
Beat hot or cold hour ofter hour 
— ‘ Equal in efficiency to any 
For those who want the finest. er he REeeeae or 
Its die-cast frame and stainless ‘ etaatstd wee heggroegrery 
. drawing at right with des- 
steel blades are long-lasting \ - af tes Po 
and beautifully finished. Quiet \ , . -coadylconpeggdatetemia 
. . ed 6 to a carton. 
action — colorful plastic han- 
. SEE YOUR JOBBER TO 


dies. Individually boxed. 
Write for prices and Quality Products For 
ee me Over A Century tees: UW: Faris Mec C0. 


complete information. 
THE TURNER & SEYMOUR MFG, CO. 
TORRINGTON, CONNECTICUT 2103 SOUTH HANLEY R¢ 
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Uses Daily Promotion 
To Sell Sporting Goods 


Newspaper advertising, radio and direct mail build 


business in line for Colorado hardware firm 


Making friends with customers 
and talking the sportsman’s lan- 
guage is one of the most effective 
methods of increasing sporting 
goods sales, but constant advertis- 
ing is also vital. That is the mer- 
chandising sentiment of Maurice 
Fisher who operates the Fisher 
Hardware Co. where sporting goods 
is one of the most successful lines. 

This Denver, Col., store owner 
runs a daily display ad in the city 
papers along with several notices 
in the classified columns, and also 
advertises regularly in the Cervis 
Journal, a magazine going to busi- 5. -~ 
ness men in all parts of the state. ss : RE ae 
The store also makes regular use’ " eS’ 
of radio and direct mail. When the fishing season starts, Fisher Hardware opens the way to 

sales with attractive window displays such as this one. 


“* 4 





Folders Get Results 


And one of its best direct mail 
efforts is a folder, going to all 
sporting goods customers, that 
shows a view of the sporting goods 
department, and offers a selection 
of what Mr. Fisher terms the more 
unusual items. 

Among these are his Hardware 
House gifts which he uncondition- 
ally guarantees to be as_ repre- 
sented, and these include items of 
his own design, for which patents 
are now pending. One is the Fisher 
triple blade and twin woodsmen 
knives. 

In addition to showing mer- 
chandise, the back page of the 
folder reproduces a coupon, listing 
all of the merchandise illustrated, 
priced and described in the bro- 




















chure, that can be used for mail Inside the stores, displays of sporting goods, in season, are as com- 
orders. plete as they can be. The lines are strongly supported with a daily 
Envelope stuffers are also sent ad program and frequent direct mailings. 
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Folks like the ruggedness and easy operation 


of SAVAGE Power Mowers 


Take advantage of the proven popularity of Savage mowers, and 
the tremendous selling power of the Savage name, world-famous 
for gunsmith and lawn mower craftsmanship. Stock and display 
Savage power and hand mowers. They‘re precision-manufactured 


for smooth mowing and easy handling. And they sell! Write today 
for catalogue. 


THESE POPULAR FEATURES 
“SELL’’ SAVAGE POWER MOWERS 
Tougher “Sta-Temp” Blades * Totally Enclosed Chain Drive 
Convenient Finger-Tip Controls * Special Protective Grass 
Guards * Shock-Absorbing, Free Floating Handle + Large 


Heavy-Duty, Tractor-Tread Tires * Famous Timken Bearings 
Dependable Briggs & Stratton 1.6 h.p., 4-cycle Engine 


S me savace Yard Chief 


MODEL 90 


~~ 
Nae 


0 


| 


, =—==- 
s | 


ee S & 





or 





Fell ain >) gill . SAVAGE ARMS CORPORATION 
ene > dth © \/ ie al Lawn Mower Division 
Cag Wee CHICOPEE FALLS » MASSACHUSETTS 


SAVAGE OFFERS A COMPLETE LINE 
SAVAGE Yard Chief Model 90 — 21” cutting width (Illustrated Above) 




















the growing demand 
for rotary mowers. 
1.6 h.p., 4-cycle 
engine. 





SAVAGE Power Chief SAVAGE Rotor Chief SAVAGE Dyna Chief Electric / Y/ SAVAGE Lawnchief 
MODEL 75 MODEL 80 MODEL 70 A MODEL 55 
18” cutting width. 19” cutting width. Meets 18” cutting width. Quiet, ¢/ 


Popular fore power 
mower. 1.1 h.p., 
4-cycle engine. 


16” and 18” cutting 

width. One of three 
recision-made - 
and mowers. The 

line includes 

Model 45 (16’’) 


and 
Model 35 (16’’). 


easy to operate. 
Runs on 110 volt 
AC current. 
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the item that helps you sell other merchandise! 


\ \ \\\\ 


\ 


FAMERIGA'S TOP SELLER! 
ALL’ METAL 


ELECTRIC 


SPRAY 










R-; 





@ Sprays all 

Sprayable liquids 

@ Needed in every Y= =6MODEL 818 
home and shop \ ALL METAL 

@ No compressor — ‘ sJ 295 
nothing else to buy— RETAIL 
just plug in and spray ~~ Liberal Dealer 


Di t 
@ Used by thousands mes ics 


of homeowners — and 
such firms as DuPont, 
Westinghouse, Delco, etc. 





Complete with 
25 oz. Mason 
Flint Glass Jar 


The most remarkable self-contained 
electric spray gun ever made... no 
plastics used! Champion can be your 
most profitable item; every household 
needs one for. 10! uses. It has ALL wanted features; trigger- 
action spray; light weight; easy to handle; fully adjustable spray; 
all stainless steel; non-corrosive piston and cylinder; complete 
with U/L approved cord; runs on 110-125 volts A.C.; no com- 
pressor needed; nothing else to buy. 7200 strokes per minute! De- 
velops pressure of over 90 Ibs.! Sturdy, self contained appliance! 


WRITE, WIRE, PHONE FOR COMPLETE 
DETAILS & ILLUSTRATED CATALOG SHEET 





4 } | 
LOPL) \MPLEMENT CORPORATION 
45 West 45th St., New York 36, N. Y. * JUdson 6-3173 
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out with all monthly bills to sug- 
gest seasonal sporting goods items; 
well in advance of the time they 
will be used. Another direct mail- 
ing is a pamphlet that suggests 
sporting goods as gifts for Christ- 
mas. Mailed early in the fall, it 
results in many orders. 

But the Fisher Hardware does 
not stop with out-of-store promo- 
tions. Its windows are as ef- 
fectively used in maintaining the 
firm’s reputation as sporting goods 
headquarters. In one window, at 
the opening of the fishing season, 
a display of all sorts of tackle and 
fishing equipment is unveiled. 


Inside the store, the sporting 
goods stock supports the promo- 
tions with hunting, fishing, and 
archery displays, magazines and 
books for sportsmen. A plus in at- 
tracting hunters and anglers is a 
special service department for re- 
pairing and re-conditioning guns 
and fishing tackle. 





Is a Self-Service Paint 
Store Practical? 


(Continued from page 94) 


walls, worn surfaces, dirty surfaces, 
blistered or peeling paint, porous 
surfaces, and surfaces covered with 
wallpaper at the present time, the 
customer must have expert guid- 
ance. 

It’s simply impossible to present 
in an understandable and effective 
manner all of the information that 
the customer needs without the 
assistance of a person who is well- 
seasoned in the handling of deco- 
rating problems. 

You can now understand that we 
would hesitate to depend on a self- 
service paint and wallpaper store 
to get what we would consider a 
worthwhile volume of business in 
these lines. However, we also real- 
ize that it is not always possible 
for merchants, and particularly for 
our types of stores, to have special 
ists serving our customers. 

It is the policy of our company to 
promote good people whenever there 
is an opportunity to do so. The best 
interests of our people are consid- 
ered ahead of the company’s inter- 
ests. This policy often leads to the 
transfer of good paint salespeople 
to other assignments, and often in 
such circumstances we are left with 
inexperienced people in the paint 
and wallpaper lines. 





Because of this situation, which 
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we recognized about three years 
ago, we simply had to find more 
effective ways of displaying our 
products to permit a larger degree 
of self-service by customers and 
make it possible for salespeople to 
familiarize themselves with the 
lines and the products to take care 
of customers. 

As a result of this conclusion we 
have: (1) Designed and furnished 
what we call “End Use” displays to 
our stores for practically all of our 
products, and (2) we are recom- 
mending that our stores regroup all 
decorating merchandise and acces- 
sories by “End Use” classification 
for greater ease of selection by cus- 
tomers and for better suggestion 
selling and easier and better ser- 
vicing of customers by inexperi- 
enced salespeopie. 

We have broken our lines down 
into five major classifications, and 
have broken these major classifica- 
tions down into twenty-seven sub- 
classifications. These classifications 
are shown in accompanying Table I. 
(See page 92.) 

In the large stores, the smallest 
sub-classification may take a full 
table for display. All sub-classifica- 
tions under a major class must then 
be displayed on tables adjacent to 
each other. As the store gets small- 
er in size, more than one sub-classi- 
fication may be put on the same 
table, but only sub-classifications 
under the same major class may be 
put on the same table. : 

In addition to these classifica- 
tions, which cover only the types of 
merchandise that we display or 
tables, we have provided artwork 
illustrating the use of items which 
are stocked and displayed along the 
wall in wall shelving. 

Is a self-service paint store prac- 
tical? Basically, the answer is no. 
But there are countless ways in 
which each of us can move in order 
to approach the goal that an actual 
self-service store would give us. 


Handy Hanger for 
Fishing Poles 


Here is how one small dealer 
tells us he stores bamboo fishing 
poles to keep them off the floor and 
readily accessible. 

Two wire coat hangers are sus- 
pended from a string attached to 
eye hooks in the ceiling or a con- 
venient beam, and the poles laid 
through the hangers. 

A modification of this plan 
would be to run the cord through 
the screw eyes to a convenient point 
on the wall whereby the hangers 
could be raised or lowered by re- 
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A MESSAGE TO MYERS DEALERS: 
Wherever you're located, the new Myers Water System pro- 
motion is for you. It’s built to uncover every water system 
prospect in your territory. Never before has any Myers Na- 
tional Advertising stirred up so much consumer interest as 
the dramatized story telling why “MORE BUYERS BUY 
MYERS.” Never before has any Myers promotion so force- 
fully pointed up Myers position of leadership. 


Myers Dealers will continue to be starred in Myers National 
Advertising straight through 1952. Take full advantage of this 
by using the tie-in material. Plenty of traffic builders—full 
dealer support to turn prospects into buyers. Get complete 
information from your Myers representative. 
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Gets Ad Pull From 
Right Timing 


This store creates buying impact by 
gearing its advertising to customers’ 
specific needs at specific times 


Offering the right merchandise 
at the right time is the foundation 
of Copple’s success in retailing. 
That provides a reason for people 
to buy at this Des Moines, Iowa, 
hardware store. 

To achieve the proper timing, 
merchandising campaigns are 
planned well ahead of the time 
they are to run by C. J. Copple, 
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C. J. and Ralph Copple plan a store promotion. 


co i 





and his brother Ralph, who took 
over the management of the busi- 
ness in 1932. 

Generally they aim their appeal 
at the homemaker, the woman of 
the house, believing that it is she 
who first gets the impulse to make 
changes in the home and then 
convinces her husband that they 
are necessary. Consequently the 


Copples try first to win her over 
to their store with an advertising 
program that puts across to the 
consumer the merchandise the 
store offers. 

Both Copples sit down together 
and talk over all possible adver- 
tising promotions. When they hit 
upon an idea, they decide how and 
when it should be promoted and 
for how long they should play it 
up. But just because they origi- 
nally decided to promote a cam- 
paign for one week, they don’t 
cut it off if it proves to be a good 
sales puller. Rather, they let it 
run, until it begins to wear thin. 


Start Promotions Early 


Memorial Day, for instance, 
means that Copple’s will begin to 
feature vacation items; to play 
them up in newspaper ads and to 
talk them up in radio spot an- 
nouncements, backing up _ both 
with attractive window and _ in- 
terior displays. 

It is important that once the 
desire for possession is created 
by advertising, that the customer 
see the item properly displayed 
in the store windows before she 
even enters the store. 

But more than just having the 
merchandise on display in the 
store, Copple’s also wants the cus- 
tomer to see the merchandise in 
action whenever possible. Conse- 
quently the store schedules reg- 
ular demonstrations by factory 
representatives. 

In the fall, a cooking school for 
Copple’s customers is an annual 
event. This is conducted by 4 
dietician sent from a range manu- 
facturer. 

In the spring, there is a garden 
tractor demonstration right in the 
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EVANS 


“WHITE-TAPE”’ 
at 93° 


The Fastest Seller 
on record... 















Yes, Evans White-Tape toppled sales rec- and Exclusive Automatic Brake to hold 
ords even before its ad campaign hit its blade in place after measurement is made. 
full stride. Now more than 10,000,000 Free Sales Aids. Each White-Tape indi- 
potential customers are reading about this vidually boxed in code-colored package. 
better tape every month in their favorite Each dozen in multi-color display unit. 
national magazines. They’l! read of Evans’ And a compact, sales-compelling display 
amazing low price—only 98¢ for the 6 ft. card with every dozen. 
They’ll remember these outstanding fea- People snap up Evans White-Tape as 


tures: Sturdy Die Cast Chrome Plated Case; just the thing for SHOP—HOME—OFFICE. 
Jet Black Markings On Snow White Steel Order Evans “‘Lo-Inventory” assortment 
(white on both sides); Measures Inside and from your jobber now—a special one-dozen 
Outside; Economical Replacement Blades display unit carrying all sizes. 


$1.19" 


8-ft. (1O8W) 








ane 98¢* $1.49* &CcO 
*Prices a few cents higher 6-f1. (106W) 10-ft. (11 0W) a 
Denver West and Canada. ELIZABETH, N. J. * MONTREAL, QUE. 
Makers of Evans 6-ft. Folding Rules 


@ 7806 and “The Folding Yardstick” 
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THE ROCKET 1000 
HAS EVERYTHING! 


: 


eh 


~iget 
§ 


ng fe Sliding and Bi-Parting 
door Installations. (all door sizes 
yA Ibs. per door) 


fy mer 


Priced for quick turnover, ROCKET Hard- 
ware is Quality Hardware at down-to- 
earth prices. Write today for complete 
Price List! 


EALER AIDS! 


Merchandising material includes stuffers, 
ad mats, catalogue sheets, broadsides, 
window streamers. Powerful trade and 
consumer advertising. Working models 
for your counter or shelf! 








eye-cppealing tubes. 





and sell ROCKET 


Wate today for immediate action from your supplier! 


GRANT PULLEY & HARDWARE CO. 


31-89 Whitestone Parkway, Flushing, L.1I., N.Y. 
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store though it’s in downtown Des 
Moines. For the demonstrations, 
loads of soil are carted into the 
store and put in a big box so that 
the tractor can be demonstrated 
on the spot by one of the store’s 
salesmen all during the spring 
selling season. 


Radio an Effective Medium 


One of the best promotional 
mediums used is radio advertising 
which the store resumed last year 
after a lapse of some years. Spot 
announcements are used on the 
Don Bell disc jockey program 
broadcast over station KRNT at 
6 a.m. Don Bell has a homey and 
sparkling personality which gets 
the announcements over to listen- 
ers in the right way and brings 
the right sales results to the store, 
C. J. Copple feels. 

And one of the most successful 
radio campaigns has been Copple’s 
Take a Bath Week, that proved 
so successful the week was al- 
lowed to run for two. 

To help listeners participate in 
Take a Bath Week, the store al- 
lowed customers a $50 discount 
on any bathtub. Don Bell, push- 
ing the promotion in his own way, 
told listeners about poor old B. O. 
Copple, who when he died several 
years ago, made his relatives 
promise to celebrate the week 
annually. 

Humor runs through all -of the 
spot announcements. For example 
in advertising the store’s plumb- 
ing repair service, Don Bell will 
start off his spot in this manner: 

“Is it a bird? ... is it a plane 

. no, it’s a Twentieth Century 
plumber from Copples’s. Copple’s 
who have the speedist plumbing 
repair services in Des Moines! 
Headed by Flush Gordon, Copple’s 
licensed plumbing department is 
at your call anytime! ... Their 
licensed plumbing department does 
new work... remodeling .. . and 


the fastest repair service in Des 
Moines! .. .” 

In selling kitchen cabinets, a 
typical spot began with: “Where's 
the breakfast food kept in your 
house? In the refrigerator? Be- 
hind the stove? Under the living 
room rug? Why not put it some 
place handy—make kitchen cab- 
inets to put breakfast food in! 
... You can see these nationally 
known cabinets ... and sinks too 
... at Copple’s. Let Copple’s prove 
how cabinets can save you a thou- 
sand steps a day!” 

Another spot scheduled to fol- 
low Mother’s Day announced, in 
part: 

“You can save all kinds of 
money this week during Copple’s 
Post Mother’s Day Price Riot! 
Now’s the time to buy her that 
gift you forgot .. . or that extra 
present you wanted to give. Visit 
Copple’s at 217 Walnut today. 
Pick out some hose for Mom. Real 
rubber and 10-year guaranteed 
plastic garden hose . . . 25 ft for 
as low as $3.26! Or get her a 
20-gallon, heavy galvanized gar- 
bage can .. . Now, if you’d like 
to drop Mom a line... Copple’s 
have 100-ft lengths of galvanized 
clothes line! .. . Yes, this is the 
week to save money on hundreds 
of hardware, furniture and plumb- 
ing gifts at Copple’s.” 

And referring to the 
plumbing department, 
were asked: 

“C-C, Are you...C-C?... 
Copple Clean? Des Moines’ clean- 
est people are... C-C... and 
you can only be Copple Clean if 
you have a bathtub installed by 
the licensed plumbing department 
at Copple’s. Here are good rea- 
sons for calling Copple’s about re- 
modeling your bathroom! Copple’s 
offer you $50 off on a 3-fixture 
bathroom installation . . . toilet, 
lavatory, and tub—all nationally- 
advertised fixtures! . ...” 


store’s 
listeners 


* 


Copple's "Take a Bath Week" 


One of the store’s most success- 
ful promotions in moving bathroom 
fixtures was “sold” to radio audi- 
ences by spot announcements such 
as these: 

“It’s Copple’s annual ‘Take a 
Bath Week’... the week you can 
save $50 on a brand new bathtub! 
Today ... dial ! That’s 
Copple’s who are celebrating this 
gala event by offering you a $50 
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discount on the installation of a 
new bathtub. You get $50 off... 
plus the amazing amount Copple’s 
give you for your old tub or other 
fixtures! ...” 

* * * 

“Net: 6. «. net Dd... ~ bab 16! 
10 out of 10 leading medical 
authorities agree . . ‘People 
should take baths!’ Copple’s are 
cooperating with these doctors by 
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Easier to identify see now the abet 


stands out? It’s easy to read—from the top-most 
shelf. Different colors identify different screws, 
bolts, nuts, metals, plating, etc. Saves time! 


* 
Easier to handle Pheoll products are 
packed in sturdy boxes that won’t “bow out” 
when opened or stacked. Covers slip on and off 
with just the right friction grip. Easy to handle, 
pack and ship. No tearing, spilling or loss. 


J 
Easier to get Prompt, reliable deliv- 
ery through convenient factory warchouses. 
Your Pheoll stocks cover most needs. Depend 
on this one source for a broad range of “in 
demand” fasteners. 


J 
Easier to sell Pheoll products are 
money makers because they’re easy to sell. 
They’re fast movers. They repeat because they’re 
made to build your business. Our reputation is 
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Painters and glaziers know you 
just can't beat Goodell Putty 
Knives and Scrapers. Tops in 
Quality and backed by 75 years 
know-how. 

Stock and sell Goodell! Show 
Goodell Putty Knives and Scrap- 
ers to Mr. Householder. He'll see 
the difference! He likes good 
tools, too! 

Order from your jobber now! 

Aad 

&) GoopeLt COMPANY 


ANTRIM, NEW HAMPSHIRE 











extending their annual ‘Take a 
Bath Week’ . . another week! 
Yes, Copple’s want everybody to 
take baths . . . they want every- 


body to have a new bathtub! .. .” 


* * * 


“What’s the best way to get 
clean? Recent nation-wide sur- 
veys disclose that leading medical 
authorities recommend ... baths! 
And Copple’s agree with these 
findings. Copple’s think baths are 
here to stay! Therefore, they’re 
extending their annual ‘Take a 
Bath Week’... one more week! 
For another week Copple’s will 
give you a $50 discount on the 
installation of a new bathtub!.. .” 

* * * 


“When your children go back 
to school this fall . be sure 
they’re clean! It is a fact... 
clean children do better in school 
than those covered with dirt, dust, 
paint, mud, strawberry jam and 
chocolate syrup. To have really 
clean children, take advantage of 
Copple’s great ‘Back-to-School’ 
offer! Copple’s offers you three 
brand new bathroom fixtures .. .” 


“Porcelain! Copple’s want... 
Porcelain! Every day Copple’s 
send Dr. Livingston Copple into 
homes of deepest Des Moines to 
buy kitchen and bathroom fixtures 
which are covered with... old 
porcelain. If you discover any of 
these fixtures in your bathroom 
or kitchen . . . communicate with 
Copple’s immediately! Dr. Living- 
ston Copple will be right out to 
give you a free estimate .. .” 


Packaged Merchandising 
(Continued from page 87) 
packaged merchandising is a nat- 
ural opportunity. The linoleum and 
wallpaper departments are a good 
example. The store not only sells 
linoleum, but takes care of its in- 
stallation, too, and can handle jobs 
from a kitchen floor up to a com- 
plete office building. That depart- 
ment alone brings in from $20,000 

to $25,000 yearly. 

In its 145 by 50-ft. sales room, 
the North East Hardware Co. 
stocks complete lines of hardware, 
housewares and farm supplies, em- 
ploying 10 persons on its staff. 








This Could Happen to You 





WHY, IN THUNDER, 
DIDNT You FETCH 


%EM AROUND 
LAST WINTER 7 


» 














This cartoon, clipped from an equipment catalog, emphasizes the impor- 
tance to service mower shops of having customers bring in mowers for service 


during the off season. 


A direct mail winter campaign has been found effective in encouraging fall 
and winter mower servicing. This cartoon is reprinted with the kind permission 
of Toro Equipment Co., Inc., White Plains, N. Y. 
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: ou ‘t available 
. cNa-(ALK SPEED LOAD OB 


America’s Favorite Calking Compound it desired 


Every calking job will be “top User’s hands never touch the com- 
notch” when you use high quality pound. Always has a smooth, even 
leum and Nu-Calk Speed Loads. Nu-Calk flow, and easy trigger action. Try 
e a good “stays put’’—will not dry out, it yourself and you'll see why Nu- 
run, crack, harden or pull away. Calk Speed Loads enjoy such 
Speed Loads are easy to use, too! nationwide popularity! 











C 4 (ALK Calking Compound in Cans, Too! 


The “standard of quality” in the calking field! Same 
fine product as in Speed Loads, but also available in 14 
pint, pint, quart, gallon. 5-gallon cans. Also 55-gallon 
drums! Order a supply, today! 





— Nu-Phalt PLASTIC 


available 


wef ASPHALT CEMENT 


Load 





For Sticking Down Asphalt Shingles and General Repair on Roofs and Flashings! 


Dealers and users across the nation 
are hailing Nu-Phalt as the perfect 
companion for Nu-Calk Speed Loads! 

Nu-Phalt is an asphalt base cement 
with truly outstanding adhesive qual- 
ities. Ready for instant use, it can be 


sticking down asphalt shingles and 
general repair work on roofs and 
flashings. 

Comes in popular load form like 
M-D’s famous Speed Load for calk- 
ing guns, or in 214 Ib., 50 Ib. and 


applied on wet or dry surfaces for 550 lb. containers 


“Mu-Glaze 


. * 
Glazing Compound instead of putty! 

Nu-Glaze overcomes all the old bugaboos about 
putty because it “always stays put!” Never dries out, u « 
hardens, cracks or peels off! 

Nu-Glaze is not a putty, but a plastic glazing Cla PP 
compound that’s perfect for glazing, filling cracks, ZINC COMPO 
setting plumbing, boatwork, etc. Comes in 4 pint, 


pint, quart, 5 Ib. cans. Also available in drums — 
25 Ibs., 50 Ibs., 100 Ibs., and 880 Ibs. 


Za 
-— aN FOR FAST DELIVERY, ORDER NOW! 


/ 
(Ss Your order will be shipped 
uty same day received! 


MACKLANBURG 


DUNCAN Ceo. 
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FLEXISEAL 


GLAZING 
COMPOUND 


DOES EVERYTHING 
PUTTY CAN DO= 


Does it Better 


Once your customers use 
Flexiseal Glazing Compound 
they prefer it for all work they 
used to do with putty... for 
use under paint... for filling 
cracks and nail holes... for 
wood, steel, aluminum window 
sashes... for industrial, home, 
marine use... prefer it over 
putty because it works so 
easily, lasts so long — because 
it's so economical, too! 


You’re ahead five ways when you 
stock FLEXISEAL Glazing 
Compound: 


You increase sales 
e create satisfied customers 
e reduce your investment 
© cut your inventory 
@ save valuable shelf space! 


FOR EXTRA QUALITY 
AT NO EXTRA COST 
order 
_ FLEXISEAL 
GLAZING COMPOUND 


from your favorite jobber 
or write 


LANDEN PUTTY WORKS, Inc. 


Malden, Massachusetts 








Double Your Prospect List to Equal 
Last Year's Appliance Volume 


“You have to create customer 
magnets and you have to dare to 
be different if you expect to get 
your full share of appliance busi- 
ness this year,” H. B. Price, Jr., 
vice-president of the National Ap- 
pliance and Radio-TV Dealers As- 
sociation, told the Electric Institute 
of Washington. 

“Too often we dealers tend to 
think of customers in terms of mass 
rather than as individuals. That’s 
rather unflattering. Our customer 
thinks of us as her partner in plan- 
ning her laundry and her kitchen. 
Let’s make her feel she’s important 
to us.” 

He told the group that its mem- 
bers would have to design a new 
program for reaching almost twice 
as many prospects this year if they 
hoped to equal last year’s volume. 

“Finding new prospects is no 
more a fixed, pre-set pattern of ac- 
tion than finding a new location of 
uranium. Go to the same old places 
with the same old methods and 
you'll find you’re in territory your 
competitors reached first and mined 
over pretty thoroughly. Dare to be 
different though, and they’ll come 
panting onto the scene, order books 
in hand, long after you’ve left that 
ground for more fertile territcry.” 

“Let’s say you find Mrs. Prospect 
down in the basement hanging up 
her laundry. Don’t apologetically 
back away and excuse yourself for 
interrupting. Tell her to get her 


| coat on; bundle her wet wash into 


your car and run her down to your 


| store for a dryer demonstration.” 


Mr. Price enumerated three types 
of appliance dealers: (1) the mer- 
chandising type — This operation 
depends on volume, spends a great 
deal of money advertising, has a 
Class A exposure to customer traf- 
fic, depends on short profit leaders 
to build volume and has no out-of- 
the-store salesmen activity; (2) 
strictly specialty — Probably situ- 
ated so that newspaper advertising 
is too expensive for their market 
coverage, must go out after busi- 
ness, pay higher commissions and 
depend on specialized services to 
compete with larger competitors, 
and, (3) combination of the two— 
Uses inside and outside activity 
properly balanced. 

“There is room for all three 
types,” he said, “but you must rec- 
ognize the category in which you 
belong. Trying to operate out of 
character could be costly. First, you 


must qualify your operation and 
plan your program. Second, acquire 
and train adequate sales personnel. 
It is here we have failed so miser- 
ably. Our future hangs on this and 
you must be willing to take time to 
bring into your organization men 
who can sell and who have vision 
and who will work for mutually 
better profits and greater security.” 

He urged the dealers to become 
community institutions by. having 
a member of the firm work in the 
local Chamber of Commerce, by 
being active in Electric Institute 
activities and by attending such 
gatherings as YMCA membership 
drives and service club meetings. 
By being a contributor to the local 
area’s civic and sociological growth, 
you help yourself to know the folks 
around your territory better and 
help them to know you. “After that, 
if your salesman goes soliciting 
door-to-door, he’s not just another 
peddler; he’s with a firm which is 
well known to the prospect. If 
you’re a community institution, 
sales come easier.” 

He cautioned dealers of the need 
of rewarding their personnel with 
pay, recognition and incentives. 


Signs Give Store 
Identity 


This sign used by the Clark Hard- 
ware, 913 E. California St., Pasa- 
dena, Calif., is responsible for some 
of the success of the business. It 
helps it stand out from a row of 
other stores, and because it is un- 
usual—in the shape of a bolt and 
nut, it attracts many people who 
otherwise would pass right by. 
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THE MOST PRACTICAL PACKAGE EVER DEVELOPED FOR 


STEEL WOOL 
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PATENT PENDING 
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“GM JAMES H. RHODES & COMPANY 
' Chicago 10, Ill 
48-02 Twenty-Ninth St., Long Island City 1, N.¥ 
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se a YARDS and YARDS 
of BEAVER STEEL WOOL 


compressed into this patented package. The wool auto- 
matically feeds itself to the dispenser opening ready to be 
cut off as needed. 


NO PULLING... NO TUGGING... NO CUSSING 
NO UNWINDING ... NO STORAGE PROBLEM 
Customers will, without exception, prefer the one and only dispenser 
type package to any other type. 

The greatest packaging improvement EVER offered by the steel wool 
industry is brought to you by James H. Rhodes & Company, producers 
of Quality Beaver Steel Wool for over 35 years. ~ 


IT COSTS NO MORE... 
THAN IT DID BEFORE! 


Pree SSeS eee eee ews 


JAMES H. RHODES & COMPANY 
157 W. Hubbard St., Chicago 10, Ill. 


PLEASE ADVISE ME OF THE NEAREST 
BEAVER DISPENSA-POUND DISTRIBUTOR 
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It makes good 
sales sense to keep 
a wide assortment of 
these sturdy Stanley 
Bolts in your stock. They are avail- 
able in a complete variety of types 
and sizes to meet the needs of all 
your customers. Make a selection 
from the big Stanley hardware Cat- 
alog. Your customers will appre- 
ciate Stanley quality. 


The Stanley Works, New Britain, Conn. 


[STANLEY ] 


Reg. U.S. Pot. Off. 
Hardware + Tools «+ Electric Tools 
Steel Strapping + Steel 
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Hardware and allied 
trade events up-to- 
date in each issue 
of Hardware Age 














National 


American Gas Association annual con- 


vention and exhibit by the Gas Ap- 
pliance Manufacturers Assn., Oct. 
27-30, at Atlantic City, N. J. Ameri- 
can Gas Association, 420 Lexington 
Ave., New York City 17. 


American Hardware Manufacturers 


Assn., semi-annual convention meet- 
ing jointly with the Southern Whole- 
sale Hardware Assn., April 6-10, 
at the Palm Beach Biltmore Hotel, 
Palm Beach, Fla. Arthur A. Faubel, 
342 Madison Ave., New York City 
17, secretary-treasurer of the man- 
ufacturers association; T. W. Mc- 
Allister, 814 Metcalf Bldg., Orlando, 
Fla., managing director, wholesal- 
ers’ association. 


Builders Hardware Show and Con- 


vention, Sept. 28-30, Oct. 1, at the 
Palmer House, Chicago. Sponsored 
by the National Contract Hardware 
Association and the American So- 
ciety of Architectural Consultants. 
John R. Schoemer, managing direc- 
tor, 420 Madigon Ave., New York 
City. 


Hardware Week (irha), April 17-29, 


sponsored by the National Retail 
Hardware Association, 333 No. 
Pennsylvania St., Indianapolis 4, 
Ind. 


Housewares and Home _ Appliance 


Manufacturers’ Exhibit, July 7-11, 
at Atlantic City, N. J., Auditorium. 
Sponsored by National Housewares 
Manufacturers’ Assn., 1140 Mer- 
chandise Mart, Chicago 54. A. W. 
Buddenberg, secretary. 


Industrial Supply Convention, May 


19-21, at Atlantic City, N. J. Spon- 
sored jointly by the American Sup- 
ply & Machinery Manufacturers’ 
Association. R. Kennedy Hanson, 
general manager, 1346 Connecticut 
Ave., N. W., Washington, D. C.; 
the National Industrial Distributors’ 
Association, H. H. Rinehart, execu- 


Events 


tive secretary, 1900 Arch St., Phila- 
delphia 3, Pa.; Southern Industrial 
Distributors’ Association, E. L. 
Pugh, secretary-treasurer, 712 Vol- 
unteer Bldg., Atlanta, Ga. 


International Trade Fair, March 22- 
April 6 at the Navy Pier, Chicago, 
Ill. Executive vice-president John 
N. Gage, Col. U.S.A. (Ret.). Head- 
quarters, Merchandise Mart, Chi- 
cago 54, 


Locksmith’s Convention and Trade 
Show, May 3-4, at the Hotel Park 
Sheraton, New York, sponsored by 
regional and locksmith’s, associa- 
tions throughout the U.S.A. Con- 
vention headquarters, 110 E. 59th 
St., New York City; Robert Rog- 
non, chairman. 


National Cutlery Week, May 4-10. 
Sponsored by the American Cutlery 
Manufacturers Association. Lewis 
D. Bement, Deerfield, Mass., execu- 
tive secretary. 


National Hardware Show, Oct. 6-10, 
at Grand Central Palace, New York 
City. Sponsored by National Hard- 
ware Show, Inc:, 331 Madison Ave., 
New York City, Frank M. Yeager, 
managing director. 


National Retail Hardware Association 
Congress, July 14-17, at Statler 
Hotel, Washington, D. C. Rivers 
Peterson, 333 No. Pennsylvania St., 
Indianapolis 4, managing director. 


National Association of Sheet Metal 
Distributors, Annual Spring Meet- 
ing, May 8-9, at the William Penn 
Hotel, Pittsburgh, Pa. Thomas A. 
Fernley, Jr., 1900 Arch St., Phila- 
delphia 3, executive secretary. 


National Sporting Goods Show and 
Convention, Jan. 25-28, 1953, at the 
Hotel New Yorker, New York City. 
Sponsored by the National Sporting 
Goods Association, 1 No. LaSalle 
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Large or small, light or heavy—you Sell them all 
when you handle the McKay line. ‘There’s a 
McKay Chain for every use” . . . from hoist, block 
and sling chains to dog, log and tie-out chains. 
Stock McKay . . . it’s the complete chain line! 


THE McKay COMPANY 


440 McKAY BUILDING + PITTSBURGH 22, PA. 











NEW 


IMPROVEMENTS 


make the 


NOBLE 
SHOTGUA 
BETTER 
THAN EVER 


Continually increasing nation- 
wide sales PROVE what an 
outstanding shotgun the 
Model "40" really is. But 
now, new improvements 
make it BETTER THAN EVER 
to assure your customers of 
the greatest value for their 
dollar. Yessir—if it's a 
NOBLE, it's every inch a 
great gun! See your jobber, 
e 

Model ''40"’... has smoothest, 
easiest action ever designed 
in a pump gun. Fitted with 
recoil pad and ventilated 
Multi Choke. 12 gauge. 6 
shot tubular magazine. 


HERE'S THE 
NOBLE 33 
Lowest Priced 

Hamn rile 
Slide-Acti ' 
22 Cal Repeat 
ing Rifle on tt 
Market! 
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St., Chicago 2. G. Marvin Shutt, 
secretary. 


Paint and Wallpaper exhibit and con- 
vention, Nov. 12-15, at Chicago. 
Sponsored by the Retail Paint and 
Wallpaper Distributors of America, 
Inc., 4903 Delmar Blvd., St. Louis 
8, Mo. 

Southern Wholesale Hardware Assn., 
annual convention meeting jointly 
with the semi-annual convention of 
the American Hardware Manufac- 
turers Assn., April 6-10, at the Palm 


Beach Biltmore Hotel, Palm Beach, 
Fla. T. W. McAllister, 814 Metcalf 
Bldg., Orlando, Fla., managing di- 
rector, wholesalers’ association; 
Arthur L. Faubel, 342 Madison Ave., 
New York City, secretary-treasurer, 
manufacturers’ Association. 


Trade Fair, Chicago International, 
March 22-April 6, Navy Pier, Chi- 
cago, Ill. Headquarters, Merchan- 
dise Mart, Chicago 54; executive 
vice-president, John N. Gage, Col- 
onel, U.S.A. (Ret.) 


Regional Events 


Cotter & Co. Fall Dealer Show, Aug. 
11-12. Spring show and annual 
stockholders meeting, Feb. 2-3, 
1953. Both to be held at company 
headquarters, 365 E. Illinois St., 
Chicago 11. 


Pritzlaff Merchandise Fair, Aug. 18- 
20 at the Sports Arena, Milwaukee, 


Wis. Sponsored by the John Pritz- 
laff Hardware Co., Milwaukee. 


Texas Wholesale Hardware Associa- 
tion convention, June 19-21, at the 
Plaza Hotel, San Antonio. Secre- 
tary, Nat Johnson, P. O. Box 386, 
La Feria, Tex. 


State Events 


Carolinas Hardware Association of, 
convention and exhibit, June 10-11, 
at Charlotte, N. C. Mrs. Sally 
Couch Masten, 118% East 4th St., 
Charlotte, secretary. 

Florida Retail Hardware Assn. and 
Georgia Retail Hardware Assn. con- 
vention and exhibit, May 19-21, 
at George Washington Hotel, Jack- 


sonville, Fla. W. W. Howell, P. O. 
Box 183, Waycross, Ga., executive 
manager. 


Mississippi Retail Hardware Associa- 
tion convention, June 15-17 at 
Buena Vista Hotel, Biloxi. David O. 
Mansfield, P. O. Box 1696, Jackson, 
secretary. 
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"Of course, we have a better grade ladder you might be interested in." 
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THE LARGEST SELLING 
MASKING TAPE 
IN AMERICA / 





SEALING GARMENT BAGS against dust NO WONDER “Scotch” Brand Masking 


MAKES EASY WORK out of painting 
Tape is the one to stock! The “‘Scotch 


—masks in a jiffy and strips off clean and moths... holding glued parts. 
as a whistle! No need to worry about a __labeling fruit j jars... sealing frozen food name is the best-known name in tapes. 
messy job. Painting goes faster and the packages...identifying parts boxes—all It stands for qyality—and that means 


results look professiona!! done quickly with this all-purpose tape. satisfied customers, more repeat sales. 


ORDER THIS COLORFUL 
DISPLAY BOX (NO.I81) 
7) FROM YOUR SUPPLIER 
TODAY ! SELL“SCOTCH 
MASKING TAPE ALL 
OVER YOUR STORE ! 


el 














The term “Scotch” and the plaid design are registered trade marks for the more than 200 pressure-sensitive adhesive tapes made in U.S.A. by Minnesota Mining 
& Mfg. Co., St. Paul 6, Minn.—also makers of ‘‘Scotch”” Sound Recording Tape, ‘‘Underseal’”” Rubberized Coating, ‘‘Scotchlite”’ Reflective Sheeting, ““Safety- 
Walk” Non-slip Surfacing, ‘ ‘3M” Abrasives, “3M” Adhesives. General Export: 270 Park Avenue, New York 17, N. Y. In Canada: London, Ont., Can. ¢ 
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WHAT'S NEW 





Latest Information on New Hardware Merchandise 


(Continued from page 13) 
The two pipe or twin type ejector 
is made for use in 5% in. or larger 
wells. F. E. Myers & Bro. Co., Ash- 
land, Ohio. 


Power Sweeper 


The new Commander Moto- 
Sweeper, with fibre bristle dual 
brushes arranged in tandem and 
vacuum dust control, provides a 
triple sweeping principle. The dual 
brushes, operating in opposite di- 
rections, deposit dirt in the hopper, 
and the vacuum system draws up 
the dust. Automatic power steer- 
ing provides good maneuverability. 
A side brush, for cleaning along 


walls, and sulky are optional equip- 
ment. Moto - Mower Co., Moto- 
Sweeper Div., 6700 Woodward Ave., 
Detroit 1, Mich. 


Water Systems 


New Deepjet deep well and Auto- 
Flo turbine shallow well assembled 
water systems are now in large vol- 
ume production to provide new low 
prices. There is a 14% hp. jet system 
with a 12-gal. tank, and two turbine 
Y, hp. systems with small tanks. 
Wayne Home Equipment Co., Inc., 
1000 Glasgow St., Fort Wayne, Ind. 


Fishing Rod Holder 


Here is the Fisherman’s Dream 
Rod-Robot that attaches to any size 
glass, wood or steel rod. It holds the 
rod, and when a fish nibbles at the 
bait, the automatic arm of the 
Robot springs back to firmly set 
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the hook. Made of solid cast alumi- 
num, with a telescope pipe of steel. 
Parts are easily detachable for 
carrying in any standard size tackle 
box. Available in red, green, yellow, 
blue and gray lacquer and highly 
polished metal finish. List price is 


$4.95. Fisherman’s Dream Mfg. Co., 
2518 E. 18th St., Kansas City 1, 
Mo. 


Catcher's Mitt 


Here is the new Draper-Maynard 
Flex-Pad catcher’s mitt. It has a 
natural built-in “break,” giving 
greater flexibility for easier han- 
dling and good performance. Three- 
in-one finger stall construction gives 
positive finger tip control. Finger 


and thumb loops can be adjusted to 
suit the individual’s hands. Draper- 
Maynard Co., 4861 Spring Grove 
Ave., Cincinnati, Ohio. 


Kitchen Heater Range 


This new table-top model, kitchen 
heater range, Model CPS-8427-U, 
combines the same gas cooking and 
gas room heating functions as other 
kitchen heater models in the line, 
with the standard top of four range 
burners and work-surface arrange- 
ments. The unit is 40-in. chassis, 





available “CP” only, with or with- 
out oven clock control. Ignition is 
automatic and the gas heating sec- 
tion has thermostatic room tem- 
perature control. For natural, man- 
ufactured or LP gas. Caloric Stove 
Corp., 12 S. 12th St., Philadelphia, 
Pa. 


Weed Control 


Here is the new Dispens-O-Weed, 
a 32 in. tube dispenser, and a bottle 
of Thompson’s Weedicide. When the 
tube is filled with water and some 
of the Weedicide, it can be used like 
a cane. By touching the top of a 


; 


weed, the solution is absorbed into 
the root with a permanent destroy- 
ing action. Weedicide will not harm 
humans, animals or grass. Market- 
wide Sales, 2611 Hyperion, Los 
Angeles, Calif. 


Hose Reel 
Here is a 100-ft. capacity, rigidly 
welded, all-steel hose reel. The steel 
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drum is 8 in., and the % in. steel 
handle is welded tie-rod. Measuring 
20 in. in diameter, the wheels are 
double reinforced. The unit is fin- 


ished in green. Retail price is $4.95. 
My-On Products Co., 307 W. 8th St., 
Los Angeles 14, Calif. 


Cleaner Attachment 


A new attachment for the West- 
inghouse tank-type vacuum cleaner 
is this polisher for floors, furniture 
or cars. It attaches to the exhaust 
end of the cleaner, and can be used 
close to walls and corners. Rubber 
bumpers protect furniture. The 
brush for polishing and scrubbing 


is 6% in. in diameter, and is 
equipped with an easily attached 
lamb’s wool buffer for a superfine 
finish. A side handle also comes 
with the unit. Sugyested list price 
for the unit is $29.95. Westing- 
house Electric Corp., Electric Ap- 
pliance Div., Mansfield, Ohio. 


Automatic Washer 


This tumble action automatic 
washer, the Snow White, features 
a new built-in heater to keep water 
at the sanitizing temperature of 
145 deg. A dial on the top has hot 
and warm positions. The heater 
will not function during the rinsing 
process. A suspended timing device 
stops the timer until the washer is 











filled, to prevent a shorter wash 
cycle in low water pressure areas. 
Bendix Home Appliances, Div. of 
Aveo Mfg. Corp., South Bend 21, 
Ind. 


Drill Press 


This redesigned and improved 
18-in. drill press will perform a 
wide variety of drilling and tap- 
ping jobs. A few of the improve- 
ments include: alloy steel spindle, 
larger in diameter, is precision 


ground; permanently _ lubricated 
ball bearings sealed against dirt; 
precision bored bearing seats, and 
adjustable feed tension with pin 
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FASTER — STRONGER 


Double lead fast spiral, extra deep 
flutes. Positive dust removal. Ruggedly 
supported carbide tip. 


Send for full information. 







rar urar ar. | \s 
ARR RAS 





* 
| 


‘ 






* 
® 


x 







leak 
| ‘ 


\ 





& 


* 









\ 
& 


} 
t 


rs ” INDIVIDUALLY - 
. * “AND IN KITS”, 











21650 HOOVER RO DEROIT 13 MICH eo 5210 SAN FERNANDO RD. CLENDALE 3 C&L 











KOHLER 
ENGINES 


















Kohler Engines provide re- 
liable power for a wide range 
of uses. Compact, quick-start- 
ing. Engineered and built to 
the high standards that have 
won world-wide acceptance 
for Kohler Electric Plants in 
construction and other indus- 
tries. The Kohler mark has 
been identified with quality 
products for over three-quar- 
ters of a century. Write for 
information on sales and 
service franchise. 





Kohler Co., Kohler, Wisconsin. Established 1873 


KOHLER or KOHLER 


PLUMBING FIXTURES @e HEATING EQUIPMENT e ELECTRIC PLANTS 


AIR-COOLED ENGINES e@ PRECISION CONTROLS 
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WHAT'S NEW 


for positive positioning. Speed 
range is 450 to 1965 r.p.m. The 
unit has 34 in. capacity in cast iron. 
Available without foot feed or with 
production type base. The press ig 
$239.50 without motor and switch. 
Duro Metal Products Co., 2649 N., 
Kildare Ave., Chicago, II. 








Nursery Scale 


Here is a new beam type nursery 
scale with a capacity of 36 lb. by 4 
oz. There are hardened steel bear- 





ings and pivots throughout, and 
three chrome plated beams with 
deeply etched graduations for easy 
reading. The tray is 1914x111 in. 
and is parallel to the reading beam 
for weighing a baby. Finished in 
white baked enamel. Retail price is 
$19.75. Hanson Scale Co., 525 N. 
Ada St., Chicago 22, IIl. 


Painting, Cleaning Outfit 


This new three-piece set of match- 
ing cap, gloves and apron for 
women, called the Splatta-Set, is 
designed for painting, housework 
or gardening. The set comes in red, 





blue and green polka dots on white, 
attractively packaged, and has a 
suggested retail price of $2.98. Ad 
mats are available to dealers. Jdeas 
Unlimited, 1249 W. School St., Chi- 
cago 13, Il. 
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Aluminum Paint 


Special re-formulation of Shef- 
field’s Red Hot aluminum paint now 
allows it to withstand 1600 deg. of 
heat. It can be applied to any sur- 
face where extreme heat is re- 
quired, and will not discolor, blister, 





chip, crack or peel off. When ap- 
plied to any surface that requires 
heat, it initiates a fusing action 
that results in a smoothly fused 
aluminum surface. Sheffield Bronze 
Paint Corp., 17814 Waterloo Rd., 
Cleveland, Ohio. 





Glass Ovenware Line 


Here is a complete line of glass 
oven bake-ware, called Fire-King 
Ovenware. The line is light and 
strong, easy to clean, and with- 
stands heat or cold. Available in 
three, seven and twelve-piece sets. 
or individually. Pieces in the line 
include custard cups, deep pie dish- 





es, measuring cups, pie plates, pud- 
ding pans, casseroles, table server, 
cake pans, deep loaf pans, utility 
baking pans, and open bakers. 
Anchor Hocking Glass Corp., Lan- 
caster, Ohio. 





Water Color Brushes 


This new line of camel hair water 
color brushes, hand-cupped for good 
points, features white plastic fer- 
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SWING-OVER GARAGE 
DOOR HARDWARE 








Low installation cost! Adaptability to all types of garages! Quick, easy con- 
version! Smooth, effortless operation! Long, trouble-free life! These are some 
of the advantages of the Coburn Swing-Over Garage Door Hardware Set 


that make it a popular, easy-to-sell item. 


Because it is priced lower than spring-actuated door sets, the Coburn 
gravity-actuated Swing-Over set is ideal for the great majority of home owners 
~—which means that you’re able to cash in on the benefits of broader customer 
coverage. Get the full story on fast-selling Coburn hardware products. Write 


today for catalog and prices. 


For additional information write to Sales and Engineering, 56 Sterling St., 


Clinton, Mass. 


THE COLORADO FUEL & IRON CORPORATION, Denver, Colorado 
THE CALIFORNIA WIRE CLOTH CORPORATION, Ookland, California 
WICKWIRE SPENCER STEEL DIVISION—Atlanta * Boston * Buffalo * Chicago 
Detroit * New York * Philadelphia 


COBURN PRODUCTS 


CF 
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JOHN H. GRAHAM 
& CO.INC 
10% Duane Street, 
New York @, N.Y 
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A truly fine 
tool that sets 
—drives and 
pulls nails— 
easier. 


















































HENRY CHENEY HAMMER CORP. 


LITTLE FALLS, N. Y- 
U.S. A. 














rules and well balanced multi-col- 
ored plastic handles. Offered in the 
following merchandising unit: Card 
assortments holding 24 assorted 
brushes, sizes 1-6, on attractive dis- 
play card; and box assortments of 





% gross and one gross assorted 
brushes in acetate window boxes. 
Also in open stock. Delta Brush 
Mfg. Corp., 119 Bleecker St., New 
York 12, N. Y. 


Automatic Electric Iron 


Here is the new Universal Leader, 
an automatic electric iron with a 
full plastic handle. It features an 
accurate thermostat that maintains 
correct heat and a Hand-I-Set dial 
to give quick choice of heat for any 
fabric. Beveled edges prevent wrin- 





[ = 


kling. The ironing surface, about 28 
sq. in., is finished in polished 
chrome. The 6 ft. cord is perma- 
nently attached. For 110-120 volts 
AC only. Landers, Frary & Clark, 
New Britain, Conn. 


Stove Pad Deal 


An attractive wood grain finish 
counter display will be given free 
with a special assortment of four 
popular Metaloid stove pads. The 
assortment, No. 811, includes 24 
pads, six each of the Blossom Time 
and Colony patterns, and six each 
of the bright metal and chromium 
plated pads. Each pattern will be 
supplied with three of the 14x17 
in. and three of the 17x19 sizes. 
Dealer cost for the entire deal is 
$16, and it has a retail value of $24. 
Metaloid Co., 5815 Kinsman Rd., 
Cleveland 4, Ohio. 


Door Knob and Lock 


Here is a new combination door 
knob and lock, called Knob-Lok, to 
convert any latch or lock to a 
tamper-proof cylinder lock. A Yale 


ee 
4 





cylinder makes the knob spin freely 
once the key is turned. When the 
key is turned to the normal posi- 
tion, Knob-Lok becomes a decora- 
tive door knob. Finished in polished 
solid brass or chrome. Available 
master keyed or keyed alike. Retail 
is about $3.50 each. Security Hard- 
ware Mfg. Co., Inc., 103 Ave. C, 
Brooklyn 18, N. Y. 


Water Repelient 


Here is Dam-Tite, a new silicone- 
base water repellent for exterior 
masonry surfaces. This colorless 
liquid penetrates masonry surfaces 
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When you sell high quality ,Griffin Butts you 
produce a satisfied customer . . . and satisfied 
customers mean repeat business. Griffin Butts 
are produced from fine steel, carefully rolled in our own mill 
and finished by experienced craftsmen. . 
The entire line of Griffin fine builders hardware is designed 
to help you—by offering the best to your customers. 


RI FFIN wy Ae Every DOOR NEEDS THREE 
MANUFACTURING COMPANY 


ERIE «+ PENNSYLVANIA 
REPRESENTATIVES 
WILBUR H. DAVIS CHARLES L. LEWIS R. F. BEVERS H. C. GLOVER 
1639 W. Fargo Avenue 1355 Market Street 4524East 60th Street 2611 Garrison Bivd. 
Chicago 26, Illinois San Francisco 3, Calif Seattie, Washington Baltimore 16, Maryland 
GEORGE A. GREGG WALTER S. JOHNSON & SONS L. G. FULLER, JR. ROY L. ROGERS 
17134-6 Wyoming Avenue 917 St. Charles Avenue 644 Wellington Road 1620 Garfield Street 
Detroit 21, Michigan Atlanta, Georgia Jackson 6, Mississippi Denver 6, Colorado 
THE B. S. ALDER COMPANY AUSTIN & EDDY INC. E. H. FARRAR HARVEY D. RUSH & SONS WwW. C. MEIBAUM & CO 
45 Warren Street 115 Broad Street 6637 Golf Drive 4638 Nichols Porkway 6954 Oleatha Avenue 
New York 7, N.Y Boston, Massachusetts Dallas 5, Texas Kansas City, Missouri St. Louis 9, Missouri 


—_—, 
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Hand-Picked 
Prospects for You... 


MR. HARDWARE DEALER! 
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Day after day, the people in your territory 
who are about to build their own new homes are located 
by the world’s largest construction news gathering organization. 


Then . . . a book of catalogs, illustrating and 

describing the varied products needed for new homes, 

is mailed to these prospects of yours. This book— 

Home Owners’ Catalogs—is used and kept 

while these prospects are planning what they will want 

to buy for their new homes. It is important to you 

that the products you stock, show and sell are completely 
described to these buyers before they make their final decisions. 


\qmummnanaen 









That is why so many leading 
manufacturers of the products that 
are bought for new homes 
distribute their consumer catalogs 
in Home Owners’ Catalogs. These 
compatiies know that this is the 
way to do a thorough pre-selling 
job for you. They know these 
people are prospects for you 
because home-planners must buy 
the kind of things you sell. 


Whatever you sell you can get the 
names and addresses of hand-picked 
prospects in your territory. 




















Dept. HA3, 119 West 40th St., New York 18, N. Y. 


eek ee eI Oe Oo Oe eee 7 
| Tell me how I can get the names and addresses of prospects | 
| for new-home products . . . in my territory (Available in | 
1 local marketing areas within 37 Eastern States only). | 
NAME 
COMPANY__ 
| ADDRESS = | 
| 
re oo. | a a ZONE STATE £4 
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WHAT’S NEW 


up to % in., waterproofing the wal) 
pores without plugging them or pre- 
venting air passage. It can be 
sprayed or brushed on brick, con- 
crete, stucco, stone, unglazed tile 
or asbestos shingle surfaces, with- 











out affecting the appearance or tex- 
ture.of wall surfaces.. Speco, Inc., 
7308 Associate Ave., Cleveland 9, 
Ohio. 


Weatherproof Spray 


A new plant bug and disease 
killer spray, called Plant Plate, is 
weatherproof and cannot be dissi- 
pated by wind, heat or rain. A latex 
derivative, which holds the chemi- 
cals on the plant, has been added 
and allows the elastic spray to 
stretch as the plant grows. Chemi- 
cals included in the spray are fer- 
mate, DDT and rotenone. Milligan 
Bros., Jefferson, Iowa. 





Sealing Compound 


Here is Krak-Tite, a new rubber- 
ized, white caulking compound that 
can be used indoors and outdoors 
for sealing. The applicator nozzle is 





designed to aid in caulking win- 
dows, doorways, floors, skylights, 
chimneys, sinks, showers, bathtubs, 
tile board, or any crack in wood and 
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with increasing sales $10,000 last year. 


“Our National Sales Register 





THE PLEASANTS HARDWARE COMPANY credits the National System 


THEIR NATIONAL SALES REGISTER SAVES the Pleasants Hardware 
Company $600 a year in reduced record keeping alone. 


helped increase our sales *10,000 last year 
...saves us *600 on bookkeeping alone” 


‘“‘When the National represen- 
tative called on us regarding a 
National Sales Register we told 
him that, in our opinion, our 
store system was adequate. 

‘However, after he had made 
a survey of our business, and 
showed us how much money we 
would save with a National 
System to keep, automatically, 
records of all transactions, we 
changed our minds. We pur- 
chased a National Sales Regis- 
ter. And in a year—due to faster and more accurate 
service, and valuable information regarding sales by 
clerks and departments—our sales have increased 
$10,000. Added to this, we estimate a saving of $600 
in simplified bookkeeping.” 





MR. C. E. PLEASANTS 
Pleasants Hardware Co. 
Winston-Salem, N. C. 


A National System can be of similar assistance to 
your business. One reason for the $10,000 increase in 
sales reported by Mr. Pleasants was a plan whereby 
each salesperson is given an incentive to sell as much 
as possible to every customer! 

You can put this plan to work in your store! At the 
same time you can increase profit by reducing for- 
gotten charges, mistakes, and cash shortages. 

A National System not only gives you protection 
that saves money, but information that makes money. 
Ask your National representative to survey your 
present methods. He’ll give you a confidential report 
on how you can increase sales and profits, too! Why 
not call him right now? 


f 4 


CASH REGISTERS * ADDING MACHINES 
ACCOUNTING MACHINES 


THE NATIONAL CASH REGISTER COMPANY, DAYTON 9, OHIO © cll 
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EYE & RING 
BOLTS 


. manufactured in.a variety of styles as shown 
with shank sizés-ffom 44” x 2” to 1” x 18”. Drop 
Forged Steel Bolts: offer.the full strength of bar 
steel, with welt eis eyes that cannot open. Available 
in Self- Colored finish, or Hot Dip Galvanized. even 
including the threads! 





The W-C line of Heavy and 
Shelf Hardware also includes 
items ranging from Blocks & 
Pulleys to Drop Forged Steel 
Shackles. For complete inform.- 








tion on the “Dependable Line” 








write today for your free copy 


of our new 1952 Catalog “L.” 


WILCOX, CRITTENDEN & co. I INC. 
| 





“4 CENTURY OF DEPENDABILITY” 
77 SOUTH MAIN STREET, MIDDLETOWN, CONNECTICUT 

















| 
| 
] 
| 
| 


© Sheffield Steel 
© Correctly tempered 
© Fine tool steel 
finish. 


U.S.A. Sales Office 
JOHN H. GRAHAM & CO., INC. 
105 Duane St New York 8, N. Y. 


BRADES & NASH TYZACK Industries, Ltd 


STOURBRIOGE, ENGLAND 
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MWHAT’S NEW 





cement. It can be painted over in 
legs than 24 hours. An 8-oz. tube 
retails for 65¢. Sterling Paint & 
‘Varnish Co., 184 Commercial St., 
Malden, Mass. 


Soldering Guns 


Prices on Weller soldering guns 
have been reduced 20-25 pct in a 
new price policy covering all mod- 
els. The WS-100 model, formerly 





- 


priced at $11.95 is now listed at 
$8.95. Models 100 and 200 are 
single heat types that deliver 100 
or 200 watts respectively. Heavy 
duty models WD135 and WD250 
feature a double-heat arrangement 
that gives one heat for normal 
work, and extra heat for heavier 
jobs. Each model features built-in 
spotlights and the Weller replace- 
able tip. Weller Electric Corp., 806 
Packer St., Easton, Pa. 





Waffie Iron Combination 
waffle 
chro 


A sandwich toaster and 
iron are combined in this 





mium plated Dominion Model 1225 

Grille and Waffle Maker. The waffle 

grid makes a four-section waffle. 

An extra set of grids will toast 
(Continued on page 130) 
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WYTEFACE* Steel Tapes 
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‘They’re Easier to SELL 
Because They’re Easier to do oe 


Favorite,” Boss,* Handy*— 
All Feature WYTEFACE Tape 


There’s nothing like a genuine WY TEFACE* steel tape 
—with its jet black markings on a clear white surface— 
for easy, instant readings in any light. 

This means faster measurements, fewer errors... 
for your customers. It means less sales resistance... 
for you! Remember too the Wyteface tapes are extremely 
durable, full strength and rust-proof! 

More and more people are being told, through 
K&E’s consumer and trade advertising, that this 
superior tape is now available in the BOSS, as well as 
the FAVORITE and the HANDY. 

@ BOSS WYTEFACE: Priced for volume sales! 50’ 
length—$4.90; 100’ length—$7.95. Black and green 
aluminum case edged with non-slip finger grips; extra 
wide sweep handle. Foot markings in red. 

@ FAVORITE WYTEFACE: For your customers who want 
the best! Available in 25’ length—$6.10; 50’ length— 
$7.50; 75’ length—$10.20; 100’ length—$12.60. Foot 
markings in red. 

@ HANDY WYTEFACE: Now reduced in price to only 
98¢ for 6’ length; $1.19 for 8’; $1.49 for 10’. 

(All prices slightly higher in the west.) *Trade Mark 


KEUFFEL & ESSER CO. 


EST. 1867 
Drafting, Reproduction, Surveying Equipment 
and Materials. Slide Rules, Measuring Tapes 
NEW YORK + HOBOKEN, N. J. 


CHICAGO e ST. LOUIS « DETROIT e SAN FRANCISCO # LOS ANGELES » MONTREAL 


” 


built-in 
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A new first for new profits! 


the DISSTON, 


—a history-making campaign: to help you sell 
TOOLS as GIFTS in the huge May-June 
market—Father’s Day (June 15th) and Gradu- 
ation Days. 


You have seen other retailers cashing in on this 
market for presents for Father and the boy 
graduate—it is one of the big sale and promo- 
tion periods for fountain pens, wallets, belts, 
neckties, shirts and watches. 


Now hardware retailers have a fully organized 
promotion to make your stores Gift Headquar- 
ters for Father’s Day and graduation presents 
with the Disston LIFT from a GIFT campaign. 


A Great New Selling Opportunity in 
Promoting Tools as Gifts for Men and Boys 


Here are the facts: When a well-known news- 


3 LIFT 
with © 


paper columnist asked 100 men—from a bank 
president to a shoeshine boy— what they would 
choose as gifts for themselves, 93 said ‘“Tools’’! 
Nearly every man “handy” or not, likes to 
hammer, saw, or just “tinker” with tools. 
And Disston’s own man-on-the-street survey 
backs this up. 


Now think of how many gifts are given to men 
and boys—there are actually over 146 million 
gift days for them each year counting only 
those over 14 years of age. And in the May- 
June period there are well over 30 million 
fathers and boy graduates to remember and, if 
birthdays are thrown in, the total rises to over 
40 million gift days. 


Tools are the ideal gift for men and boys. You 
can profit from this now by using the Disston 
LIFT from a GIFT promotion. 


ol GIFT” 


practic 


—that’s the new Disston selling theme. It’s back of a big long range program designed 
to promote the sale of tools as gifts—in your store. 


Now look at this big two color ad in The Saturday Evening Post that puts the campaign 


into action for you on May 24, 1952. 
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THIS POWERFUL AD IN THE 
SATURDAY EVENING POST (May 24) 


V/ f¢@? Wh COMPLETE DISPLAY 
& ADVERTISING KIT— 


to give you a sure-fire tie-in with the Father's 


Day - Graduation Promotion. 


WINDOW STREAMER 


—selling Tools as Father's 


POSTER 
_—Merchandising The Sotur 
Day-Graduation Tool Gifts 


GIFT CARDS 


For Father's Day, Graduation 


NEWSPAPER ADS 


—for you to use in local papers 
PUBLICITY RELEASES 
—for your use with local papers 


RADIO ADVERTISING COMMERCIALS 
—one set of six commercials for Gradyotion and Father's Day 


Day ond Graduation gifts 


day Evening Post ad for Father's 











TO GET THIS SALES MAKING KIT FOR YOUR 
STORE SEND IN THE COUPON BELOW — TODAY! 


’s Day-Graduation promotion 
LIFT fromaGIFT Campaign. 
Hardware Wholesaler. 


Remember that this Father 
is part of Disston continuing 
For complete information, see your 


HENRY DISSTON & SONS, INC. 


454 Tacony, Philadelphia 35, Pa., U.S.A. 
In Canada: 2-20 Fraser Ave., Toronto 3, Ont. 
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and for Graduation — 
give them a LIET 

with 2 practical gift — 
a DISSTON 
HAND Saw 
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jag Tae 3 4 wie for any man or boy—especially for Father's 
pil cng ay or graduation—the gift with a double lift. You get 
= a lift of keen satisfaction in knowing that your particul 
<Slmt hed man or boy will be delighted with so fine, so ane 
acontom gift. He will get a lift from knowing that he is now the 
wing bey she ha PY owner of the world’s most famous hand saw 
ould i / 
: they would isston Hand Saw ... the saw most carpenters use 
selves. 93 said 
aos See your Hordworemon 
as His store is “a house of a thoveand gifts” 
"hendy” or not 
Pear ——- He knows tools, feathres the Disston line, and will be 
jo ot glad to help you select the hand saws shown here, or any 
of the many other fine saws and tools that Disston makes 
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Henry Disston & Sons, Inc. 

454 Tacony, Philadelphia 35, Pa., U.S.A. 
Please send without cost one complete Retailers Merchandising 
Kit for Father's Day-Graduation LIFT from a GIFT promotion. 
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Longer handles 


Finest carbon steel blades 
are instantly replaceable. 
Push in new blade—old one 
slides out easily. Stock 
genuine Red Devil Blades 
for replacement. 


7979 


A Product of 


Red Devil Tooks 


° 
IRVINGTON 11, N. J., U. S. A. 








HC-70 
with CD-70 
Counter Display 


Here is a new tool that handymen, small 


A drop 
ear ond 
obs easy 


shops and service men buy on sight. 
forged, heat treoted, alloy steel, 
wheel puller . . . that makes tough 
. . « that every household can afford. 

No. CD-70 Counter Display Carton carries 6 
individually boxed No. HC-70 Pullers (Dia. 
52°"; Reach 3''; Screw '/2'' x 7°"). 

On your counter or in your window this dis- 
ploy carton will bring you extra sales and 
profits. 

Write for Catalog Sheet and name of your 
nearest jobber. 


ARMSTRONG-BRAY & CO. 


5348 Northwest Highway, CHICAGO 30,U.S.A 
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@ . 
' Easier handing | 
Supersharp Blades Cut Waste Motion 


| 


WHAT'S NEW 








four sandwiches at one time, and 
when the top grid is folded back 
there is available 162 sq. in. of 


cooking surface. The unit measures 
10x10x4 in. when closed. 
on 110-120 volts, 25 to 150 eycle 
AC. The unit has a permanently 
attached cord with rubber attach 
ment cap. Dominion Electric Corp 
Mansfield, Ohio. 


New Step Stool 


Here is a new step stool, Cosco 
Model 4-G, a deluxe, backless model 
for small apartments’and kitchens. 
It is of semi-tubular steel construc- 
tion, with chromium plated legs and 
Duran upholstery in five colors. 





There are rubber-treated, swing- 
uway steps that lock in place to 
form a seat or a six-leg ladder. Re- 
tails for about $12.95. Hamilton 
Mfg. Corp., Columbus, Ind. 


New Interior Paint 


Available in 14 colors is the new 
Cellu-Tone Satin interior paint, for 
walls, woodwork and furniture. It 
can be applied with brush, roller or 
spray, and dries with a low luster 
that is unaffected by grease or 
smoke and is resistant to moisture. 
It can be washed many times. A 
primer is not required on either 
new or old work. Pratt & Lambert, 
Inc., Buffalo, N. Y. 


Safety Hammer 


A new and improved type of con- 
struction within the hammer head 
is the feature of this new Custanite 


For use 


Flex-Flo Safety Hammer. The new 
construction retards compression 
of the malleable metal hammer head 
and prevents mushrooming. Made 
of an analytically controlled non- 
ferrous copper-base alloy, the ham- 
mer will not spark, chip or flake, 
and has a high degree of tensility. 
Retains its original balance and 





weight. Available in six weights 
and sizes. Custanite Corp., Larch- 
mont, N. Y. 


Steel Mixing Bowls 


Here are new solid stainless steel 
mixing bowls in 1, 2, 4 and 6 qt. 
sizes. Each bowl has an easy-grip 
ring to facilitate handling or hang- 
ing from a utensil rack. The bowls 
were designed to check overflowing. 
A new stainless steel whistling tea 
kettle, in 214 and 3 qt. sizes, is also 





available. It has Revere Ware styl- 
ing and Bakelite pistol grip handle. 
Retail prices are $4.75 and $5.85 
for the two sizes. Rome Mfg. Co. 
Div., Revere Copper & Brass Inc., 
Rome, N. Y. 
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Cam Acting Vise 


Here is a new tool, a cam acting 
vise, which holds light work and 
permits operator to position work 
quickly. Ideal for soldering and 
light electronic assembly. The vise 
jis mounted on the Junior Powrarm, 
which allows the operator to posi- 





tion work without holding it. Mo- 
tion in a 360 deg. horizontal plane, 
180 deg. vertical plane, and 360 deg. 
axial plane is possible. Vise has a 
maximum adjustable jaw opening 
of 3% in., a cam travel of 3/16 in.; 
reinforced fiber jaws are 2 in. 
wide. Wilton Tool Mfg. Co., 925-41 
Wrightwood Ave., Chicago 14, II. 





Shoe Cleaner 


Here is a new cleaner for suede, 
fabric and leather shoes, called 
Rubgum. It is a handy, palm-sized 
knitted pad filled with particles of 





eraser gum that cleans shoes by 
erasing dirt, soot and scuff marks. 
Retail 25¢. Durasol Chemical Co., 
325 Marginal St., East Boston, 
Mass. 


Automatic Closet Light 


A self-contained pushbutton, op- 
erated by the action of a door, turns 
this new automatic closet light on 
and off when it has been attached 
to the door frame of closet, cabinet 
or stairway. Wood screws are pro- 
vided with the unit for easy instal- 
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Sales Winners... 
 Prortit Makers... 






Model 625 Zephyr 
Electric Hand Saw... 

The Saw with All the Features. 
6%” blade; depth of cut 2%”. 
Adjustable for depth and angle of cut. 
Bench and floor model saw tables available 












Everybody’s Buying 
WORK-SAVER TOOLS 


Every one of your customers is a ' 
prospect for one or more of these 

PORTABLE electric tools for doing jobs 

easier—faster and better around the Model 1950 Zephyr — 
home, on the farm, and in the shop. Va” Electric Drill. 





PORTABLE offers a variety of tools Horizontal and Vertical Drili Stands 
that will appeal to your customers in —Multiply uses for this electric drill. 
attractive streamline design, perform- 
ance, light weight, and handling ease 
—each tool an outstanding compet- 
itive value in every way. 

To the dealer, PORTABLE tools mean 
sales turnover at a good profit, and 
repeat business for other tools, acces- 
sories, and attachments. 


Don't delay. Ask your wholesaler today, or write 


for profitable dealer plan with window and 
counter displays and other merchandising helps: 





Model 400 Hi-Power—Bench Grinder. Spraymaster SM-25—Complete portable 
paint spray outfit. 


PORTABLE ELECTRIC TOOLS, INC. 


332 West 83rd Street, Chicago 20, Illinois 






























CHAMPION SHELF 







No. 88 


All Sizes 


The 
CHAMPION HARDWARE €0. | 


GENEVA, OHIO 









Supplied in 


Affords more shelf room when 
used in a series of shelves | 
Champion brackets are good 


profit items 


BRACKETS 


are 

EASY to Apply 
Strong and 

Inconspicuous 





























i. 
y, 











ee 








ae 
pletely refillable. 





Yes, we now have 62 Assortments 





_-~ AND THEY'RE ALL REFILLABLE! 


m7 
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2 MORE 
SHARON REFILLABLE 


ASSORTMENTS 


to make your fastener department 
more complete . . . more profitable 





ASSORTMENT No. HS-238 
SCREW HOOKS 


238 electro galvanized screw 
hooks .. . 7 sizes from No. 14 
all sizes com- 





ASSORTMENT No. SE-656 


SCREW EYES 


656 electro galvanized screw eyes... . 
10 sizes from No. 216 to No. 0... 
every size completely refillable. 


ASK YOUR JOBBER OR WRITE TO US 


Shawne Bot and Scheu Co 


BOSTON 


MASS. 








WHAT'S NWEW 





lation, and it comes with a 9-ft, 
cord and molded-on cap. The socket 
is molded of ivory plastic. The unit 
comes on a display card with com- 





plete instructions, and retails for 
about $1.00. Monowatt, Dept. of 
General Electric Co., Providence 7, 
R. I. 


Automatic Electric Range 


This new 40-in. fully automatic 
“Supreme” model electric range, 
EB-76, has two 17x18x20 in. ovens 
and a push-button panel for finger- 
tip color control of all four of the 
surface cooking units. There is an 
automatic pre-heat thermostat for 
the right-hand oven, and an accu- 
rate left-hand oven thermostat, also 
of the pre-heat type; a clock with 
automatic timer for oven and one 
appliance outlet, and _ indicator 
lights for surface units. Full Fiber- 
glas insulation. Finish is acid- and 











stain-resistant high gloss titanium 
Porce-Lux. Retail is about $410. 
Murray Corp. of America, Home 





Appliance Div., Scranton 2, Pa. 
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Odorless Varnish 


There is a completely odorless 
varnish for use on interior and ex- 
terior surfaces, called Keystone 
Degrah Odorless Spar Varnish. For 
yse on all surfaces where the nat- 
ural grain appearance of the wood 
is desired, and it seals the wood, 
providing a high-gloss, mar-resis- 
tant finish. It has high waterproof 
quality and tough finish. Keystone 
Paint & Varnish Corp., 71 Otsego 
St., Brooklyn, N. Y. 


Fountain Washers 


This new line of Fricke fountain 
washers offers 12, 20 and 30 in. 
length “Sure-Grip” plastic handles, 





with yarn washers in white and 
pastel shades. Handles are corru- 
gated and will not turn in the user’s 
hand. All washers have corrosion- 
resistant fitting for attachment to 
standard garden hose. The 10 in. sq. 
wooden display stand, shown here, 
holds 12 washers of assorted sizes 
in an upright position, and is avail- 
able free with an order of 12 wash- 
ers. The three sizes of washers re- 
tail at $1.25, $2.00, and $2.25. J. E. 
Fricke Co., 40 N. Front St., Phila- 
delphia 6, Pa. 





Woodworking Book 


A book of original projects de- 
signed especially for the home 
craftsmen by commercial furniture 
designers is called “20 Practical 
Woodworking Plans for the Home 
Shop.” Included are a snack bar 
and bar stool, lamp table, spice cab- 
inet, knife holder, footstool, desk 
chair, bookends, window box, toy 
tug boat and barge, and others. 
Each project features dimensional 
drawings, step-by-step building pro- 
cedure, and a complete list of mate- 
rials. The book also gives informa- 
tion on gluing, joinery, drawer con- 
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FOR FASTER TURNOVER, 
BETTER PROFITS 








Ask your jobber about these 
eine rtce tie famous Solder Seal products, 
PIPE JoINT now building new hardware 
~ COMPOUND customers—nationally advertised, 
Se merchandised, and packaged for 
rapid turnover,. . . priced for 
bigger, better profits. It will 
pay you to follow up this 
new “profitunity” now! 


















NATIONALLY 4 
IN MAG. 
AND NEW 





























































A whole line of these new business builders, 
backed by SOLDER SEAL’S 25-year reputation for 





top quality! 
SEALMASTER SEALMASTER SEALMASTER 
TANK BALLS BOWL RING FAUCET WASHERS 
Bigger, better Easily installed Popular assortment. 
Guaranteed Fits all bowls Finest rubber. 
4 years. 
TITESEAL FUEL-TONE LIQUID WRENCH 
Famous family of improves combustion. Melts rust away. 
compounds for Eliminates soot. Deodorized 


all-purpose sealing 


RADIATOR SPECIALTY COMPANY 


HARLOTTE, NORTH CAROLINA * RADIATOR SPECIALTY CO ANY OF CANADA 






. c c < D 
Manufacturers of World Famou der Seal Chemical and Rubber f 








a 





| struction, and wood finishing. A 
counter card is available with an 
initial order. Book retails for 50¢, 
and is available to dealers at 35¢ a 
copy. Atlas Press Co., 2556 N, 
Pitcher St., Kalamazoo, Mich. 


Here’s point-of-sale display 


that: SELLS! 


SHIPS! | Portable Radio Deal 
SAVES WORK! | With each Arvin Model 650P 


“Vacationer” portable radio, deal- 
| ers will be able to give free to the 


PACKS PROFITS! | customer this waterproof, vinyl] 





plastic beach bag with zippered top, 
Fiberglas insulation and shoulder 


We believe in making selling easy so strap. The bag can hold the porta- 
ble itself, or can be used to carry 


Be oh En we’ve done a complete packaging job. ‘ ; me Tapani 
i ; "Retail $4.45" Our 16 Piece Family Starter Set to retail ni oop nag they Og rhe 
24 at $13.95*, is just one of our stunningly Industries, Inc., Columbus, Ind. 
ae packaged sets, designed in color, ready to 
set up, to ship, to cut your work-load and 
wrap up profits for you. Faucet Insert 


Check these four packaged sets — and Here is the improved Simplex 

remember Boontonware’s seven beautiful faucet insert for repairing faucets, 

colors, smart styling and’ famous Guar- | replacing worn-out items and body 
. ee wee" | threads. It needs no washers, and 

antee Against Breakage make it the most- 

wanted Melmac dinnerware everywhere. 


ai “ : | oe ‘ en ‘ 
Cp GUARANTEED AGAINST BREAKAGE! | ax *~ gr oe 


GUARANTEE 





Retail $3.25* , 
* 


DeLuxe Presentation Set, 5 Pieces 
—Retail $5.50* *Prices apply east of Denver 


sleitia vou sav YOu saVy the Finest !| 
= = fine dinnerware fashioned of MELMAC’ & : 





PRODUCT OF BOONTON MOLDING COMPANY, BOONTON, N.J. | will stand up to 300 deg. F. It comes 


in chrome or plain brass, has no 
| threads to wear out and works 
| right or left. Spring and clip are 


Custom Molders for over thirty years 
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GUARANTEED AGAINST BREAKAGE! 


3s coffee brewer 
me maarolalialy 


yr sales 


for Cory Replacement Parts 


Every Kind of Coffee Brewer 


WN EVERY PRICE 
RANGE / 






| 
y 


GUARANTEED FOR LIFE! 
NICRO 


Be 


WwW 











POT THAT NEVER NEEDS WATCHING! 


brewer made! Turns the co# j 


CORY ELECTRIC KNIFE SHARPENER 


CORY CORPORATION 221 North La Salle Street Chicago 1 IIlinois 








EYE-APPEAL 
and Buy-Appeal | 


% | stainless steel, and the insert has a 
| hycar rubber tapered gasket. The 


Model 187. Magnifying lens, 
250 Ib. capacity. Low, safety 
platform; live rubber mat. 
Choice of baked enamel colors. 


Health-o-Meter Bath Scales have 
exactly what you want — plenty 
of “‘eye-appeal’”’ and ‘‘buy-appeal.”’ 
In Health-o-Meter you get smart, 
up-to-the-minute design at no sacri- 
fice of sound engineering. You get 
the most famous name in bath scales 
—the original name in bath scales. 
You get recognized accuracy and 
dependability. You get consumer 
acceptance backed by 33 years of 
consistent leadership. And you get 
a nationally advertised line. No other 
bath scale can offer more! 

Put yourself in line for bigger and 
better bath scale sales and profits. 
Switch to Health-o-Meter without 
delay. 


in Good Housekeeping, 
Ladies’ Home 
Journal, Better 
Homes and 
Gardens 


= Fete ones 


Health-o-Meter 


Built Right © Priced Right ¢ Always Right 


CONTINENTAL SCALE CORPORATION 
5701 S. Claremont Avenue Chicago 36, Illinois 
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shutter can be replaced easily with- 
out removing cap or handle. Sim- 
plex Faucet Co., 10506 Madison 
| Ave., Cleveland 2, Ohio. 


Nipple Pail Siphon 

| 

| This new attachment, the Calf- 

| Teria Siphon, is said to save 100 lb. 

of milk per calf fed with ordinary 

| nipple pails. It is designed to perm’' 
a calf to get practically all the mill: 
from the bottom of the pail, leavin: 


| less than a tablespoon of unused 
milk at each feeding. The unit con- 
sists of a durable plastic valve, 
spring steel clamp and sturdy rub- 

| ber hose. Retail price is $1.00. Calf- 

| Teria Sales, Inc., 1613 Edgewater 
Ave., Fort Wayne 6, Ind. 


Furniture Kits 


More than 20 different tables, 
bookcases, chairs, etc., are available 
for quick assembly in Furni-Kits, 
which are precisely pre-cut and pre- 
fitted so that tools are not needed 
for assembly. Kits are made up of 
clear, top-grade birch and oak 
| veneers and plywood in 1%, in. thick 
slabs, or in Philippine mahogany. 
All edges and corners are clean and 
sharp, so that further sanding, 
trimming, etc., is not needed. Spe- 
cialty Tools Co., Appleton, Wis. 





| Washer, Soap Dispenser 


This new combination brush 
and soap-saving dispenser, called 


Squeeze-n-Wash, eliminates the use 


of dishpan and soaking hands. The 
plastic dispenser is filled with water 
and any detergent, soap or cleanser, 
and with each squeeze a measured 


amount of suds escapes through the 
nylon brush. Suds will not escape 
unless the dispenser is squeezed. 
Packed 12 to each colorful display 
carton. Retail price is $1.95 each. 
Anro Products Co., Inc., 4612 N. 
Ravenswood Ave., Chicago 40, IIl. 


Shower Mat 


There are 140 vacuum cups as- 
suring a secure grip to the bottom 
of the shower for this new Pretty- 
ware Deluxe shower mat. The mat 
is 24 in. sq., and has a 3 in. drain 
in the center. Available in white. 


blue, yellow, rose and green pastels. 
Retail is $4.95. Pretty Products, 
Inc., Coshocton, Ohio. 


Masonry Drill Bit 


Designed for drilling holes 34 to 
5 in. in diameter in hard masonry, 
this new Thunder-Core carbide 
tipped drill bit easily cuts through 
materials such as concrete with 
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” BOTH POCKETS 


GUARANTEED 
VALUE 
TRADE-IN PLAN 


Provides a Tested, 
Timely Tonic for 
Refrigerator Sales 


Not just ove profit on a refrigerator sale but a double 
profit when you take a trade-in! And Westinghouse retail- 
ers get the cream of the trade-in business because Frost- 
Free is obsoleting thousands of conventional refriger- 
ators. Homemakers are so sold on the only 100% 
automatic refrigerator that they willingly trade in re- 
frigerators still in warranty! 

The field-tested and proved “Guaranteed Value” Trade- 


in Plan shows how to handle the trade-in... how to move 
it in and out fast,and supplies all the trairiing’ material, 
promotion and point-of-sale items needed. 

The plan is simple and inexpensive to operate and fits 
the requirements of both large and small retailers. Get 
full details from your Westinghouse distributor. 

The “Guaranteed Value” Plan is just another reason 
why your Westinghouse franchise is so valuable and why— 


you CAN BE SURE...1F ws Westinghouse 


WESTINGHOUSE ELECTRIC CORPORATION 
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NERA Moror-priven 
Clippers... 


FAST, SMOOTH HAIRCUTS LEAD 
TO FAST SALES 


Compact Oster clippers are at home in the 
most inexperienced hands. Cool-running 
universal motors assure economical, de- 
pendable operation. For bigger clipper 
volume, ask your jobber to show you the 
famous line of Oster Clippers. 


HAND CLIPPERS 
for human and animal 
use. A full line of high 
quality models. 


You'll do better with 


JOHN OSTER MFG. CO. 


Racine, Wisconsin © 1952 








EE smNONMNNR8 RRRNESE 
© AN AUTOMATIC SAUCEPAN 
© AN AUTOMATIC CASSEROLE 
© AN AUTOMATIC ROASTER 
© A FOOD WARMER, 100 
America’s 
Finest 








It's round * Seamless * Easy 
to clean * Stainproof alumi- 
num * Spatter proof cover* | 


UL 


Removable element ° 
approved 


GIFT WRAPPED **40),7T° 
List $26.95 tinctuding excise tax) 
ORDER SAMPLE TODAY 
DEPT. C-4 


THE BURPEE CO., BARRINGTON, ILL. 
Caanaitiilien iene eal 
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bluestone or granite aggregate and 
solid granite. Thunder-Core makes 
it possible for one man to drill holes 





quickly and easily in hard masonry 
with no binding. New England Car- 
bide Tool Co., 60 Brookline St., 
Cambridge, Mass. 





Bicycle Conversion Kit 


The Cyclo Six-Speed Conversion 
Kit offers a choice of six forward 
speed gears to the bicyclist. The six 
gear ratios advance a bike from 
9-32 ft. per complete turn of the 
pedals. The Cyclo is a derailer type 
shifter with two rear sprockets, 
and mounts easily on lightweight 
bikes fitted with Sturmey-Archer 
Three-Speed Hubs. Shown here 





are the two main rear sprockets, 
the jockey sprocket and tension 
sprocket. Retail is $10.95. Dawes 
Distributors, 5-7 Bow St., Cam- 
bridge, Mass. 


New Chrome Cleaner 


A new liquid cleaner that re- 
moves rust and corrosion from 
chrome and stainless steel has been 
added to Johnson’s automotive line, 
The liquid is poured on a soft cloth 
and the metal rubbed until clean. 
Rust is removed, along with other 
foreign matter. Retail price is 50¢ 
for an 8-oz. can. Purchasers of 
Johnson’s Car-Plate and Carnu will 
receive the new chrome cleaner free 
for an introductory period. S. C. 
Johnson & Son, Inc., 1012 16th Ave., 
Racine, Wis. 


Salad Bowl and Plates 


Added to the line of Blissware 
Matched Design plastics is this set 





of salad bowl and matching plates. 
The set has a scalloped design, and 
comes in red, yellow, green, char- 
treuse, gray and coral. All pieces 
are chip-proof, odorless, non-toxic, 
tasteless and easy to clean. Bliss- 
craft of Hollywood, 6674 Santa 
Monica Blvd., Hollywood 38, Calif. 





Drill Speed Reducer 


A new type of speed reducer for 
, in. electric drills, the No. 820 
Speed Reducer, converts drill to 
electric screw driver. It attaches 
directly to the spindle of the 14 in. 
drill or can be mounted in the chuck. 
A planetary gear system gives 4 
5-to-1 speed reduction that results 
in increased power of the %4 in. 
electric drill. An adapter permits 
use of a 4 in. capacity chuck. Holes 
may be drilled up to 1% in. in soft 
woods or % in. in masonry. Retail 
price is $9.95. Babcock & Co., 6253 
Claremont Ave., Oakland 18, Calif. 

(Resume reading on page 13) 
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ORDER “THERMOS’’ BRAND QUART VACUUM BOTTLES NOW! 


Get ready now for the outdoors season—order, stock, dis- 
play and promote family-size Thermos brand vacuum bottles. 


“Thermos” gives you a complete range of styles and prices, 
in aluminum or lithographed cases, with four nested plastic 
cups or aluminum cups. Look into Thermos brand Food Jars 
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and Outing Kits, too—you'll want to offer complete picnic 


and outing supplies. 





y” No. 2484 


























No. 34QA No. 2484—Polished aluminum seamless case, horizontally-ribbed, non-rusting. Four 
heat-resisting Atherlite cups nested on top. Quart capacity: 
Retail price, ea. $3.75 Cost, ea. $2.48 Profit, ea. $1.27 


No. 34QA—Steel case, lithographed finish—buff with red and black bands. Four 
heat-resisting Atherlite cups nested on top. Quart capacity: 
Retail price, ea. $3.30 Cost, ea. $2.17 Profit, ea. $1.13 


No. 2480— Polished aluminum seamless case, horizontally-ribbed, non-rusting. Pol- 
lished aluminum cup. Quart capacity: 













rh 
— 


QR 


Retail price, ea. $2.95 Cost, ea. $1.95 Profit, ea. $1.00 

= No. 7Q—Steel case, lithograrhed finish—black with cream and red stripes. Polished 
aluminum cup. Quart capacity: : 

Retail price, ea. $2.60 Cost, ea. $1.6 Profit, ea. $ .91 

THE AMERICAN THERMOS BOTTLE COMPANY - NORWICH, CONNECTICUT 

Thermos Bottle Co., Ltd., Toronto Thermos Limited, London 


$i cl 


iif 
SITLL Lbs bb cakhannanhaanananananeannaanremeeeeen Tteee 


td 






No. 2480 





No. 7Q 


(Stated capacities approximate) 
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SELLIN A 


The No. 133H a 
*Yankee-Handyman" 
with quick-return spring 
equipped with !{° bit 
for driving screws. 







« The No. 233H 
“Yankee-Handyman" 
. » . the complete tool. 
With quick-return spring. 
Transparent magazine 
handle. Supplied with 
’2" and 4" bits. Three 
drill points: °%”", 74", 
and %” for boring 
holes in wood. 












"Y ANKEE-HANDYMAN” 
SPIRAL RATCHET 
SCREW DRIVERS 


One whirl of the fast| 
spiral with the quick- 
return spring and your | 
customers get the idea 
...and you get the sale. 
One tool that drills, | 
countersinks, and drives 
and draws screws. 
That’s a spot-seller in | 
any store, any day. 

Extra sales for you in| 
the No. 330H Accessory | 
Pak, as a companion to 
the No. 133H Screw 
Driver. Pak contains 
extra 3," bit for 
smaller screws, 
3 drill points 
for boring holes | 
in wood, and 
a countersink. 





| 








NEW USES FOR 
ff) YANKEE 
ANDYMAN 


SCREW DRIVER 





No. 330H Accessory 
Pak with 54” bit, 3 
drill points and 
countersink, 








**YANKEE*’ TOOLS 
NOW PART OF 


THE TOOL BOX 
STANLEY OF THE WORLD 


tog VS. Pos OE 


NORTH BROS. MFG. CO. 


Philadelphia 33. Pa. 
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New Displays and Other Dealer Sales Helps 








| group 
| shows how 
| lock is manufactured in all phases. 
| The film runs 16 minutes. The sec- 








(Continued from page 13) 
showings. “Locking Up” 
a modern cylindrical 


ond film, running 19 minutes, is 
called “Securely Yours.” It shows 
the procedures in keying a pin tum- 
bler lock cylinder. Both films are 16 
mm. in sound and full color. Film 
Dept., Kwikset Locks Inc., 516 E. 
Santa Ana Ave., Anaheim, Calif. 





Wallpaper Paste Display 


Here is an attractive, four-color 
counter display for Modocoll, a non- 
staining wallpaper paste. The dis- 
play, measuring 14x17 in., shows 
a paperhanger holding a package 
of Modocoll in one hand, while his 


Ayenions nay 
ba a 
" ee — fae 





other hand points to the sales mes- 
sage. A 12 in., single wing easel 
supports the card. Nu Paste Ad- 
hesive Corp., 1026 Third Ave., New 
York 22, N. Y. 


Fish Hook Packaging 


VM treble, single and fly fish 
hooks are now packaged in trans- 
parent plastic boxes. The treble and 


| single hooks both come in large 


assortment boxes containing a 
range of sizes most popular in the 
dealer’s particular region, or in in- 
dividual plastic boxes containing 
three to 12 hooks, depending on 
size. Fly hooks come in assortments 
of different sizes and types in indi- 
vidual transparent plastic boxes. 
French Industries, Inc., 170 Second 
St., San Francisco, Calif. 


Water Heater Display 


For dealers handling Permaglas 
water heaters, here is a 514-ft. dis. 
play, featuring “Ruthless Rust,” 
natural enemy of clean hot water. 
“Ruthless Rust” sits on the display 


t .? 


PLENTY OF 


AN HOT WATER! 


holding a yo-yo that reads, “Glass 
Can’t Rust” and “Costs No More.” 
The display is available in a kit that 
includes two miniature displays for 
counter use. A. O. Smith Corp. 
Water Heater Div., Kankakee, ill. 


Sign Making Kit 

Day-Glo signs can be made by any 
dealer in a few minutes with a new 
Adisplay Kit, using Day-Glo sheets 
of die-cut letters, numerals and art 
spots with a Kleen Stik adhesive 
coating on the back. Units of the kit 
can be used on any hard, dry sur- 
face, and special plastic coated 
easel and rolls of black background 
paper are provided. There is enough 
material for 35 to 40 signs, and the 
letters can be removed and re-used. 
Retail is $18.95. Glo-Ad Co., Mil- 
waukee, Wis. 


Cleaner and Wax Display 


Designed to hold quart bottles of 
Bruce Floor Cleaner and Bruce 
Cleaning Wax, this attractive four- 
color counter display card empha- 
sizes the primary uses of these 
products. It is of heavy cardboar” 
and measures 131%4x17 in. Other 
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AERMOTOR aunouuces 


a New Packaged Water Pump System 


with Fittings for Deep or Shallow Wells 


I's the Snraud Yew 
CONVERTIBLE JET PUMP 


The same pump unit, tank, and tank fittings are 
used for both shallow and deep wells. The factory- 
packaged sets of parts described to the left make this 
possible. Solves your inventory and stock problem. 
While just announced publicly, these new Convert- 
ible Jet Pumps have been in actual service on many 
farms for a test period of more than 2 years. They 
































THE SHALLOW 
WELL PACKAGE | 
(illustrated below) 


Used where the depth to 
water does not exceed 25 feet. 





Just complete the bly of 

the pump by using the parts embody all the finest features. 2-Piece bronze impel- 
shown in the illustration below. lers for smooth contact surfaces that hold water fric- 
The operation is such that a tion to a minimum. 40-Gallon pressure tank regularly 
part of the water circulated in kh | furnished is galvanized inside and out. NEMA stand- 
the case is directed thru the —— ard ball bearing motor, 3450 rpm with built-in ther- 
nozzle (which is screwed into THE DEEP WEL mal overload switch. All the quality features that in- 
the inlet flange) and into the sure long, useful life, and customer satisfaction. 
venturi sila, Gated increas- PACKAGE ” 

ing the suction lift and build- (illustrated above) 

ing up the tank pressure. This outfit is used when 


the depth to water exceeds 
25 feet. The deep well in- 
let flange, shown above, 
provides for a suction pipe 
and a smaller pipe which 
directs water under 
pressure to the nozzle and 
venturi tube in the well, 
located preferably below 
the water line. 





VERTICAL JET PUMP SHALLOW WELL PUMP DEEP WELL PUMP AERMOTORS 
For 2”, 3", and 4” wells, or larger, For total suction lift of 22 feet or For pumping depths, 20 to 730 Wheels 6 ft to 20 ft in diameter. 
with motors ranging from 4 to lhp less. 4%, 4, & 44 Hp 60 cycle a-c feet. Available in 4 sizes with 4 Let the wind pump for you with- 
to raise water from a depth below 110-220 volts electric motors for to 3 hp motors. Capacities of 118 out cost for power. Capacities from 
a suction lift of 22 ft. capacities of 250, 350,and 500 gph. to 4950 gph. 105 to 3300 gph. 
ADVERTISED... So be ready to show them 
State farm papers and regional farm papers (total circulation to read. These advertisements sav, “Now at dealers to see, and 


over 4'4 million) are running a regular schedule of advertisements for quick delivery.” Be sure you have pumps of each type to 
in the months during the year when farmers have the most time demonstrate and deliver. 










If you are not selling Aermotor Water Systems, 
inquire about profit-making dealer franchise. 
AERMOTOR COMPANY, Dept. 8004, 2500 Roosevelt Road, Chicago 8, Illinois 
Factory branches for warehouse shipment and sales assistance 


Amarillo ° Dallas . Oakland ° Kansas City ° Omaha . Des Moines . Minneapolis 
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Absolutely no change 
in quality—but price 


slashed to... 
$500 


THERE ARE NO FINER TAPES on the market 
than Roe Steel Tapes. And now—with 
the price of the 50-foot model slashed 
to $5.00, and other sizes priced pro- 
portionately — Roe Tapes are far and 
away the biggest dollar value you can 
give customers today. 

Roe Tapes are tops in design, mate- 
rials and workmanship. They are 
permanently easy to read. They are 





Crerrpervieenet 


quick-winding ... have a flush-folding 
handle, press button center, roller 
mouthpiece. 

Order Roe Steel Tapes from your 
jobber and start cashing in. There are 
cases of metal-banded leatherette; 
metal-banded or handsewn leather .. . 
25, 50, 75 and 100-foot lengths .. . feet 
in inches and eighths or in tenths and 
hundredths. 


JUSTUS ROE & SONS, Inc. 


Makers of Fine Steel Tapes since 1876 
PATCHOGUE, 


NEW YORK 





GLAD 
| asked for 
GLADDING! 


Bradley N. Bass, of Nippigon, Ont., writes, 


‘‘Sure, you fisherman will always be glad 
you asked for Gladding, but how about us poor fish? 
There ought to be a law against Gladding— particularly 
that—!— X-X-!!! Gladding PLATYL.”’ Fishermen: 
If you want to get real results from spinning, specify 
Gladding’s own specially processed 
Platyl monofilament. 















Here’s another of the 
Gladding ads appearing 
in all the outdoors mag- 
azines in 1952—good- 
will-builders for every- 
one who handles Glad- 
ding. Watch for them 
—talk them up to your 
customers. B. F. Glad- 
ding & Co., Inc., South 
Otselic, New York. 






















TO HELP YOU SELL 





free dealer aids include imprinted 
literature, newspaper mats, shelf- 
hangers and window streamers. 





E. L. Bruce Co., 1700 Thomas St., 
Memphis 1, Tenn. 





Garden Hose Packaging 


This new packaging for Atlantic 
plastic garden hose features easy 
visibility, convenient carrying, and 
the Good Housekeeping Seal of Ap- 
proval. Consumer advertising, sup- 
ported by direct mail and trade ads, 





is being used to stimulate spring 
sales. Atlantic Tubing & Rubber 
Co., Mill St., Cranston, R. I. 





Balance Wheel Leaflet 


To show the long-lived utility 
value of the Huffy-Convertible’s re- 
movable balance wheels, there is 
now available a give-away leaflet 
featuring three complete blueprints 
with instructions necessary for 
home carpenters to make a dump 


cart, push cart or wheelbarrow 
mounted on the Huffy’s extra 
wheels. The leaflet also includes 
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WEEDONE, the weed-killing miracle, 
kills lawn weeds, brush and tree stumps. 
No danger of vapor damage to neighbors’ 
flowers, vegetables, ornamentals. Weedone 
is selective—does not harm wanted grasses. 


WEEDONE CRAB GRASS 


KILLER contains the sure, non-poi- 
sonous killer, potassium cyanate. SURE 
death to crab grass and chickweed. 





FOR YEAR-ROUND SALES 


Stock the Popular Tones” Too 


ROOTONE,® the plant hormone 
powder, makes cuttings grow... en- 


WEED KILLING a J ables the home gardener to propa- 
ACLE gate favorite plants. 
MIR TRANSPLANTONE,® the hormone- 


vitamin combination, saves trans- 
plants from shock and wilt. 


FRUITONE® makes earlier, health- 
ier tomatoes and other vegetables. 











We follow through in '52 with largest 


SELL WEEDON Gen ncsesne 


A combined circulation of more than 


16,367,000 — plus comprehensive cov- 
erage of the farm market, and extensive 


newspaper advertising. 





T * I L L M M E R [ M Pp Order now from your jobber. Weedone Prod- 
ucts give you a 2-directional profit: high cus- 


tomer acceptance and long dealer discount. 
You'll profit from May through September when you 
stock New, Improved Weedone and Weedone Crab 
Grass Killer 





«wie aie 
Mtg! AMERICAN 
ee OME 






I Display Weedone products with seeds and garden tools. Color- 
* ful, attractive packaging helps you sell the can that sells itself. 


AMERICAN CHEMICAL PAINT CO., AMBLER, PA. 


Originators of 2,4-D and 2,4,5-T Weed Killers 





TIP 
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Hardware Week 


for Model Toys! 


This ad will appear in the MEY 
special hardware section DAG, 
of the Saturday Even- 

ing Post, April 19 issue 





Tuts is the beginning of the outdoor 
season—the Model Toy Season, for Model 
Toys are at their best in backyard con- 
struction projects. Built to work just like the 
real machines from which they are copied, 
Model Toys are unequaled in realism. Built 
to work together, every Model Toy sold helps 
sell another. Built to withstand the most 
severe treatment, Model Toys outlast others 
3to 1! 











Our continuing national advertising directs your 
customers to your store. Display Model Toys during 
Hardware Week and throughout the outdoor season. 
But be sure they are Model Toys—there are no substi- 
tutes for quality ! 


The Chas. Wm. Doepke 
Mfg. Co., Inc. 


Rossmoyne, Ohio 








MN 70 HELP YOU SELL 





suggestions for other designs which 
will utilize effectively the Huffy’s 
extra balance wheels when the time 
comes to remove them. Huffman 
Mfg. Co., 117 Gilbert Ave., Dayton 
1, Ohio. 


Rodenticide Sales Aids 


Here is a three-color counter dis- 
play for the Astor-X line of War- 
farin Mouse Killa and Rat Killa. 





A guaranteed / $goo 


x 


Available 
CONCENTRATE 
FORM 





The display, measuring 11144x10 in., 
holds % and 1 |b sizes, and there is 
a holder for free booklets describ- 
ing the line. Also available as a 
selling aid is a 9x20 in. window 
streamer, done in red and blue. 
Astor Exterminating Co., 16 Kings- 
ton St., Boston 10, Mass. 


Screening Booklet 


“Passing the Screen Test” is the 
name of a colorfully illustrated 12- 
page booklet offered to dealers as a 
give-away aid in selling screening 
woven of Firestone Velon. The book 
traces the history and development 
of insect screening in a humorous 
fashion and offers helpful sugges- 
tions on screening for homes, as 
well as describing Velon screening. 
Plastic Woven Products, Inc., 51 
Camden St., Paterson 3, N. J. 


Kitchen Gift Package 


This new Prettyware gift assort- 
ment contains an inclined dish 
drainer and wire basket, two sink 
bottom or table top mats, three 
circular appliance mats, Lindaline 
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Retail $26.95 


Repeating Bolt Action 
Tubular-Fed .22 Caliber Rifle 


Model 852 


with Exclusive Duo-Feed Loading 


Newest of H&R's repeating .22's with popular 
tubular magazine. H&R Duo-Feed design permits 
loading through top of receiver or through port 
in tubular magazine. Magazine holds 15 long 


To one of America’s most 
popular lines of sporting arms, 
H&R now adds three new sales- 
makers and perfects even further, 
the H&R “Plainsman.” With H&R, 
you have an unbeatable array of 
-22 caliber rifles and revolvers and 
shotguns. Shooters like "em... 


rifle, 17 long or 21 short cartridges. For August that’s why it’s easier to sell H&R! 


delivery. 


H&R “PLAINSMAN” 


5-shot Bolt Action Repeater 
.22 Caliber with Box Type Magazine 


Model 865 
Retail $23.50 





With an even better magazine ejector, here's the .22 repeater par excellence! Powerful, positive 

double extractors, too. For August delivery. 
/4x10 in., 
| there is 
describ- 
ble as a 
window 
nd blue. 
6 Kings- 


aM H&R “GAMESTER DELUXE” 


Model 349 


3-shot, 12 or 16 gauge, Bolt Action, Retail $33.95 


Tubular Repeating Shotgun 
The tremendously popular H&R “Gamester" Model 348 with many new features including 


exclusive H&R “Vari-Choke” . . . new stock including rubber recoil pad and fluted comb. Fore- 
end with finger grooves for easy holding. Under forestock loading port. For July delivery. 


”’ is the 
ated 12- 
ers asa 9 
° ee 
reening Model 922 “CAMPER 
he book 
lopment Solid Frame, 9-shot, .22 Caliber Retail 
morous Revolver with 4” Barrel $27.95 
sugges- 
as The perfect “in between” model in the famous H&R 922 family. Medium length 
nes, a: Y 
eening barrel. Slenderized grip in checkered, marbleized Tenite grip. New square 
~- frame ... new front sight. For immediate delivery. 
ne., 5 


. MAKE MORE MONEY... 
Buy direct from H&R . . . save middleman's profits and get 
the extra margin on every sale! Stock up on these new 
H&R models. They'll help to moke '52 a banner year for 
you in sporting arms sales! 


assort- 
1 dish HARRINGTON & RICHARDSON ARMS COMPANY 
jo sink 142 Park Avenue - Worcester 2, Mass. 


three 


idaline Canadian Subsidiary: H&R ARMS CO., Ltd., Drummondville, Quebec 
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SNELLED HOOKS 


THE HOOKS THAT WILL NOT PULL OFF 


Pequea uses the famous Mustads and 
snelis them with Dupont Nylon Leader 
material by a patented machine proc- 
ess. This makes every “Pequea Hook” 
uniformly stronger and absolutely de- 
pendable. You can get “Pequeas” in 
every popular point and bend with 
Snells from 6 to 36 inches long. 


The greater strength in Pequea Hooks 
is in the method of sneliling. 





More than 60 styles, weights and sizes. 
They get the big game fish in both 
fresh and saltwater. .60¢ to $1.35 ea. 
Send for catalog and details of LOCAL- 


«ZED ASSORTMENT OF HOOKS AND 
QUILBY LURES 


PEQUEA WORKS, Inc. 


STRASBURG, PENNA 

















Accurately manufac- 
tured from high 
grade materials, of 
sturdy construc- 
tion throughout, 
and backed by 
more than seventy 
years of BLAIR 
experience ... 
this efficient, 
durable mower 
will make 
both friends 
and profits 
for you. 






the 
Blazer 






LAWN MOWERS 
3LAIR MANUFACTURING CO 


Telephone 2-7449 


SPRINGFIELD 7, MASSACHUSETTS 
































TO HELP YOU SELL 








gloves, a stove top mat, spatula, 
pan scraper, a porcupine soap saver 
and special rubber cleaner. The 





items are packaged together, to re- 
tail at $9.85. Pretty Products, Ine., 
Coshocton, Ohio. 








Flashlight Display Card 
Here is a single-unit display card 
for the Yellow Flash 8 flashlight 
| that operates on eight cells or one 
six-volt battery. It is die-cut to fit 


snugly around the neck of the flash- 





| light, and needs no easel to stand. 


Printed in blue and yellow. Justrite 
Mfg. Co., 2061 N. Southport, Chi- 
cago 14, IIl. 


Work Gloves Catalog 


A new eight-page catalog, No. 
52, is available on Bee Brand work 
gloves. The two-color, fully illus- 
trated catalog contains complete 
information, including descriptions, 
features, packing and_ shipping 
weight on 45 types of the Bee Brand 





gloves. All leather, leather palm, 
canton flannel, and Jersey gloves 
are featured. A handy new leather 
palm glove selector has been in- 
cluded on the back cover. Richmond 
Glove Corp., 663 North D St., Rich- 
mond, Ind. 


Floor Wax Offer 

Simoniz Self-Polishing Floor Wax 
will be sold in a two-for-one offer 
this spring. The 2 pt. factory-wrap 





will sell for the regular full price, 
and customers can then write direct 
to the company for the 59¢ refund 
on the second pint. Simoniz Co., 
2100 S. Indiana Ave., Chicago, III. 





Paint Sprayer Display 
Here is an attractive three-color 
display card offered by Campbell- 


Do it easier with és.) 





ASK FOR DEMONSTRATION 


Hausfeld to display its portable 
paint spraying outfits and com- 
pressor units. All four of the models 
are included on the display card. 
Campbell-Hausfeld Co., Harrison, 
Ohio. 

(Resume reading on page 14) 
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NATURAL WOOD IS IN THE LIMELIGHT... 


SPOTLIGHT 


BEUAUS 


FOR FLOORS - PANELING - FURNITURE - ALL WOODWORK 


That means greater sales opportunities than ever in 
shellac, the finest of «// modern wood finishes. It al- 


Natural wood effects are the vogue today— both in 
new homes and those being modernized. In living 
rooms, rumpus rooms, dens and kitchens, natural 


wood has come to the fore. 


SHELLAC is Good Advice! 


THERE IS NO SUBSTITUTE FOR 


SHELLAC 


the-faster-drying finish that erves more 


CLARITY - ADHESION - TOUGHNESS - FLEXIBILITY 


Nationally Adveritsed ' Nationally Publicitzed! 
/ 
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FOR GREATER SALES 


Shellac Won't Scratch or Mar 
Shellac Will Not Darken With Age 
Shellac Outwears Other Finishes 


ways pays you to promote satin-smooth, time-tested 


shellac. And it always pleases your customers. 


SHELLAC Is Good Business! 


wecennnnnnn===SEND TODAY !----------n2n0=- 
SHELLAC INFORMATION BUREAU Dept. HA D-4 


of the American Bleached Shellac Manufacturers Assn., Inc. 
65 Pine Street, New York 5, N. Y. 


Please send, without obligation, full infor- 
mation and retail selling helps on shellac. 


NAME 
ADDRESS 
CITY 


SIGNED 








Priority and Price Digest 





News and Interpretations of Government Orders 


Wholesale, Retail 
Ceilings Can Reflect 
Capehart Increases 


In the face of evidence presented 
by business men that the time to 
toss‘out controls is now when com- 
petition and healthy inventories in 
many lines have resulted in “soft” 
and below-ceiling prices, OPS has 
taken cognizance of price “squeezes” 
by acting to permit distributors to 
pass through new costs. 

The agency now says in a recent 
amendment to its General Ceiling 
Price Regulation that wholesalers 
and retailers may apply their his- 
toric markups to higher replace- 
ment invoice costs resulting from 
manufacturers’ Capehart adjust- 
ments. 

Termed a stop-gap action, it is 
presumably to remain in effect only 
until distributors are covered by a 
special order which few, if any, in 
the trade await with optimism. 

On the contrary, in view of the 
law of supply and demand again 
creating its own price levels, the 
hardware trade generally would 
prefer to let competition dictate 
prices. 

Meanwhile, the agency, in an- 
other recent action, has set new 
rules by which manufacturers 
and/or wholesalers can apply for 
ceilings on specified brand name 
merchandise under CPR-7, the re- 
tailers’ margin order. From the 
proof and certifications that must 
be furnished, it looks like neither 
the postman nor businessman gets 
any relief out of this. 


Dealer January Stocks 
Adequate, Says NPA 


A survey of retail stores in five 
cities during January revealed that 
most of them had adequate inven- 
tories of 37 selected essential con- 
sumer durable goods, it was an- 
nounced by NPA. There were a few 
reports of more than adequate 
stocks on hand. The survey was 
made in Boston, Philadelphia, Cin- 
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cinnati, Birmingham and Houston. 

While reports of low inventory 
levels were relatively infrequent, 
some stores reported low stocks in 
17-inch table model television sets, 
low priced radios, automatic wash- 
ing machines, aluminum saucepans 
and kettles, appliance cord sets, 


pressure canners, standard electric 
irons, kitchen knives, hand egg 
beaters and garbage pails. 

On the other hand, flatware, 
hand-type can openers, non-electric 
alarm clocks, hot plates, heating 
pads, standard gas stoves appeared 
to be in a strong supply position. 


Hardware Wholesalers, Retailers Under GCPR 
Allowed to Refiect Higher Costs in Ceilings 


OPS has autorized wholesalers 
and retailers who establish their 
ceiling prices under the General 
Ceiling Price Regulation to raise 
their ceilings to compensate for any 
Capehart increases to manufactur- 
ers under additional specified regu- 
lations. 

The new action permits, where 
acquisition costs have been in- 
creased because of manufacturers’ 
Capehart adjustments, wholesalers 
and retailers to figure their new in- 
voice cost and apply their historic 
markups to obtain their new ceil- 
ing prices. The order also requires 
distributors to roll back their ceil- 
ings when their suppliers’ ceilings 
are lowered. 


The authority to increase ceiling 
prices is contained in Amendment 
8 to SR 29 of the GCPR, effective 
March 22. SR 29 was originally 
issued to permit wholesalers and re- 
tailers pricing under the GCPR to 
reflect in their ceiling prices in- 
creases manufacturers received 
from operation of any OPS price 
order. 

SR 29, OPS states, is a stop-gap 
regulation for all distributors in- 
cluding intermediate distributors, 
who are not under tailored orders. 
The agency said that 300 manufac- 
turers of consumer durable goods 
representing 1,100 applications 
have filed for Capehart adjust- 
ments. 


Uniform Pricing Order for Brand Goods Issued 
By OPS; Preticketing Provisions Liberalized 


OPS on March 20 issued its new 
uniform pricing order for brand 
name articles. This order, Supple- 
mentary Regulation 4 to CPR-7, the 
retail margin control order, became 
effective March 26. It was accom- 
panied by Amendment 16 to CPR-7 
which actually revoked the agency’s 
original uniform pricing order, Sec- 
tion 43 of CPR-7. 

Like Section 43 of CPR-7, the 
new uniform pricing order permits 
manufacturers and/or wholesalers 
to apply for special orders to set 
uniform dollars and cents retail 
and/or wholesale ceiling prices for 
specified branded merchandise. OPS 
did not allow any applications for 
new special orders before April 1. 

More lenient preticketing provi- 
sions are contained in SR-4 since a 
firm which receives a special order 
pretickets its branded items with 


the uniform ceiling price, or merely 
with the model, lot or style number 
for the branded item. 

Applications for SR-4 special or- 
ders by manufacturers and/or 
wholesalers must contain proof that 
the branded merchandise has been 
sold at uniform prices as well as 
base period markup schedules for 
each CPR-7 category in which the 
firm sold uniformly priced articles. 

Also the firm must submit from 
20 to 75 certifications from retail- 
ers to show that the branded mer- 
chandise did sell at the requested 
uniform ceiling prices. 

The proof that a firm must sub- 
mit must include all of its printed 
price lists for calendar 1950, plus 
supplemental data to show all 
changes in its suggested prices: 
also, national advertising of the 

(Continued on page 150) 
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MORRISON 


WATER PUMPS 


o Sold only by 
qualified dealers 
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@MORRISON AQUA-FLO Water Systems (formerly Heil) now 
offers you a profitable venture with a dealer policy which is well- 
defined, reliable and strictly adhered to. Attention to detail on 
service items is an important part of this policy, for the good of your 
reputation with your customers. 

The AQUA-FLO Line includes shallow and deep well pumps, both 
reciprocating and jet types — a complete range of sizes for every 
domestic requirement. 

Send for your copy of the new MORRISON AQUA-FLO Catalog. 
In addition to illustrations and complete descriptions of models, 
it also contains much valuable instruction and educational material 
to aid you and your customers 


Dealer territories available—Representative territories available. 


tHe Woornson COMPANY 


125 W. MELVINA STREET © MILWAUKEE 12, WISCONSIN 

















HOUSE NUMBERS | 


Premax Stamped and Em- 
bossed Metal House Numbers 
offer complete and lasting 
legibility, unequalled by any 
other house number. Avail- 
able in display assortments— 
in many styles. 


Send for samples and prices 


3 59 4 9, B,D 3d 540) 0) Of oy 


DIVISION CHISHOLM-.RYDER CO., INC. 





& 5221 Highland Ave., NIAGARA FALLS, N. Y. 











DECTO-STICK 
FURNITURE REPAIR KIT 


An ingeniously compounded stick that 
Fills and Colors NICKS, DENTS and 
GOUGES in natural-finished or stained 


woodwork, furniture, 
leather and plastics. 
EASILY APPLIED Y 
CAN BE BLENDED Ke 
NO HEAT 

TAKES ANY FINISH 
NO DRYING TIME REQUIRED 
LASTS AS LONG AS THE WOOD 
WILL NOT BLEED OR SHRINK 
Display card holds 12 cellophane bags, retailing 
at 25 cents. Each bag contains a complete kit of 
4 Decto-Sticks (dark mahogany, light mahogany, 
walnut and maple) a scraper and instructions. 


| DYcron come aeledb team Ge 
SALEM 6 MASS 


Makers also of Decto Run-Smooth, a light colored 
all-purpose Lubricating Stick 
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branded items, including the uni- 
form resellers’ selling prices, where 
shown; copies of local ads from a 
widely representative number of 
communities, and tickets or labels 
regularly attached to the branded 
items showing the uniform selling 
prices. 

Where a firm sells through whole- 
salers, it must estimate the number 
of wholesalers who handle its 
branded items and select five from 
widely separated geographical 
areas, and secure through these 
wholesalers the retailer certifica- 
tions required under SR-4 to CPR-7. 

Generally, OPS noted, the new 
standards require a listing of all 
branded items in each category of 
CPR-7 sold at uniform prices dur- 
ing the base period, the calendar 
year of 1950, and a listing of the 
corresponding markups and selling 
prices for the articles. 

The proposed ceilings and mark- 
ups for every branded item, uni- 
formly priced, must be filed. The 


| proposed markup on any item must 





| be the same as the markup on the 


article during the base period. 


NPA Relaxes Curbs 


On Cadmium Use 


NPA on March 13 relaxed its 
controls on the use of cadmium to 
permit the use of this corrosion-re- 
sistant metal in a wide range of 
consumer durables. In this revision 
of Order M-19, all direct defense 


Men you should know in Washington 


requirements are permitted unre- 
stricted use of cadmium. All other 
consumers of the metal are allowed 
a monthly use of up to 70 pct of the 
cadmium used during the first half 
of 1950 for items which were actu- 
ally produced in that period. 


Longer Warranties 
Need Authorization 


Authorization must be obtained 
from OPS before manufacturers 
can increase their ceiling prices by 
offering longer term warranties in 
place of, or in addition to, custom- 
ary one-year warranties on their 
product. Application should be 
made to the appropriate commodity 
branch of Washington OPS, the 
agency added. 

This announcement was made 
because of information available to 
OPS that some manufacturers are 
unintentionally violating ceiling 
price regulations by offering five- 
year warranties at new prices with- 
out first applying to OPS for ap- 
proval of increased ceiling prices. 
Some of the violations have oc- 
curred among manufacturers of air 
conditioning and refrigeration 
equipment, the agency said. 

OPS explained that the sale of a 
new warranty does not differ from 
the sale of any other new commod- 
ity or service. This is true even 
though the new warranty differs 
from previously offered warranties 

(Continued on page 152) 





M. C. Piatt, Acting Head, OPS Wholesale Section 


M. C. Piatt f 
has been ap- 
pointed acting 
head of the 
Wholesale Sec- 
tion, Wholesale 
and Central 
Pricins¢s 
Branch, Con- 
sumer Goods 
Distribution, 
Textile and 
Apparel Divi- 
sion of OPS. 
He replaces 
Philip J. Hum- 
mel who has resigned to rejoin the 
Butler Brothers Co., Minneapolis. 
It is that OPS division which has 





M. C. Piatt 


been working with wholesalers to 
prepare a special price order for 
the wholesale trades. 

Before coming to OPS, Mr. Piatt 
spent 25 years in various fields of 
distribution. He first became asso- 
ciated with OPS in June, 1951, as 
business analyst in the wholesale 
section of the Consumer Goods Dis- 
tribution, Textile and Apparel Di- 
vision. 

Prior to joining the OPS staff, 
Mr. Piatt was employed by T. S. 
Martin Co. (The May Co.) of Sioux 
City. He also has been associated 
in the past with Marshall Field and 
Co., Chicago, and the J. L. Hudson 
Co. of Detroit. 
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Get your share of extra profits 
with Carvel Hall Cutlery 



















‘beet plenty of hardware profits in an attractive 
cutlery department. Especially when you stock and 
display Carvel Hall Steak Knives and Carving Sets. 
Tops in looks! Tops in sales! Tops in quality to insure 
your profits. Guaranteed against defect. Service guar- 
anteed for life. Hollow-ground from the finest high- 
carbon chrome-vanadium steel, scientifically honed to 


a microscopic edge. Packaged to sell on sight. Over FI om - me 


17 fast-selling sets from $8.50. Ask your cutlery dis- 
tributor for details or write: Chas. D. Briddell, Inc., 
Crisfield, Maryland. 





as advertised in 





































































When customers ask for 





quick atying 
shellac 


You're sure of top quality when 
you recommend Parks quick-drying 
Shellac . . . sure of satisfied customers 
and profitable repeat sales. 


Cash in on the DIFFERENCE 


in shellac! 


Parks ‘‘sets’’ fast, dries hard, powders 
smoothly when sanded. For all in- 
terior uses, Parks quick-drying Shellac 
is preferred by those who know 
shellac. 


Freshness, most important for best 
results, is CODE-CONTROLLED in 
Parks . . . the quick-drying Shellac of 
a thousand uses. 


<a 
TRIPLE-GU ARANTEED ? 
for fyll-bodied quality, purity 


complete customer 


Meets of exceeds 













ingredients, 
gatistaction! 
Federal Spec! 






fication 1 







THE PA R 4 S COMPANY 


FALL RIVER, MASSACHUSETTS 





cnly as to scope of coverage or ex- 
tension of time. Unless ceiling 
prices covering the new warranty 
have been established with OPS, 
sales on the basis of the new war- 
ranty are illegal, the agency said. 


Cooking Utensils Face 
Aluminum Shortages 


Allotments of aluminum for 
making cooking vessels are not suf- 
ficient to meet civilian demand, the 
National Production Authority, 
U. S. Dept. of Commerce, was told 
recently. 

Members of the Aluminum Uten- 
sil Industry Advisory Committee 
asked NPA to raise their aluminum 
allotment percentage for the second 
quarter from 30 pct to at least 35 
pet, on an automatic and industry- 
wide basis. 

The committee protested the pro- 
cedure, outlined at the meeting, for 
distributing NPA’s share of the 30 
million pounds of aluminum re- 
cently turned back to the Defense 
Production Administration by mili- 
tary sources. 

NPA estimated that total supply 
of aluminum available for allotment 
in 1952 from all sources, will be 
about 2,800,000,000 pounds. This 
compares to the 1951 figure of ap- 
proximately 2,367,000,000 pounds, 
but is still out of balance with de- 
mand, officials said. 


OPS Seeks Millions 
In Damage Suits 


For the second week in succes- 
sion, treble damages sought by the 
Office of Price Stabilization for vio- 
lation of OPS price regulations ex- 
ceeded the million,dollar mark, Ed- 
ward P. Morgan, OPS Enforcement 
Director, announced. 

The amount of treble damages 
sought in civil court actions filed 
throughout the country by the De- 
partment of Justice for OPS during 
the week ending March 14 totaled 
$1,024,978.18. Under the Defense 
Production Act, as amended, OPS 
can sue in court for three times the 
actual amount of overcharges. 

During the past week, 71 civil ac- 
‘ions were filed for OPS. Thirty-six 
were for injunctions to restrain 
firms and individuals from violat- 
ing OPS regulations, and 35 sought 
treble damages for alleged over- 
ceiling sales. Four criminal com- 
plaints were filed. 

A total of 31 cases involving only 
the actual overcharges were settled 


last week. The amount of money 
paid to the United States Treasury 
totaled $9,172.41. These were cases 
in which there was no apparent 
wilful violation, according to OPS, 
and no punitive damages were 
sought. 

Forty-seven other cases were set- 
tled for more than the actual over- 
charges, with the amount being 
paid to the Treasury totaling 
$13,738.52. 


More Carbon Steel 
For Consumer Goods 


Automatic 10 pct increases in first 
quarter 1952 allotments of carbon 
steel were issued to an increased 
number of civilian-type products, 
NPA recently announced. 

The original list has been ex- 
tended to include all those products 
under the Consumer Durable Goods 
Division which can be made with 
the available types of carbon steel 
without requiring additional quan- 
tities of other scarce materials or 
products. 

Products newly added to the list 
include: fishing tackle; fireplace 
equipment; carpet sweepers; house- 
hold sewing machines; tinware, ex- 
cept commercial baking pans; cut- 
lery, scissors and shears; enamel 
cooking and kitchen utensils ; house- 
hold cooking and kitchen utensils, 
except tinware; flatware; lamps and 
lanterns (non-electric); vacuum 
jugs; Christmas tree lighting sets; 
hollowware; domestic electric cook- 
ing stoves. 


Freedell, Megran Cited 


For Defense Services 


C. Kenneth Freedell, Stanley 
Tools, New Britain, Conn., and 
H. B. Megran, Starline, Inc., Har- 
vard, Ill., were among others who 
were awarded Certificates of Ser- 
vice honoring 188 U. S. business- 
men who have served without com- 
pensation to aid the Government’s 
defense efforts. The awards were 
presented by Secretary of Com- 
merce Charles Sawyer in recent 
ceremonies at the Mayflower Hotel, 
Washington. 

Secretary Sawyer said _ that 
through the method of recruiting 
men from industry “the Govern- 
ment has been very fortunate in es- 
tablishing a stockpile of experi- 
enced management talent upon 
which we drew again in time of 
great emergency.” 
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Perfected by Simoniz — It 
Really Stands Up! At Last A 
Liquid Car Wax You Can Sell 
with Confidence! 


@ Simoniz introduced BODYGARD in Feb- 
ruary. Initial sales broke all records. Sales 
even before advertising were simply 
amazing. 

Motorists know that a liquid car wax 
that contains the “Simoniz Secret” will 
really stand up... gives them the car fin- 
ish protection and beauty they’ve been 
looking for. : 

SIMONIZ’ hard-selling advertising for 
BODYGARD is now running in newspa- 
pers. Sales will continue to mount as 
more and more people learn about BODY- 
GARD. Be sure to get your share of these 
big new profits. Make your store BODY- 
GARD headquarters. Display it. Promote 
it. But, more important, be sure you have 
ample stocks on hand. Order BODYGARD 
today. 


Fone 7A 


Going Great Guns! 


DYGARD 


newsp- 
are ap paper 

— ; (aPPearin Nee the one 

"ax, : custome is a DeWSps 
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BODYCARD is the only liquid car wax with the “SIMONIZ SECRET” 
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Family Savings Estimator ©... 


Your prospect sells himself when you let him fill out this 
Family Savings form! Shows dollars-and-cents savings based 
on actual family food needs. PROVES how fast a Ben-Hur 
Freezer pays for itself! It’s irresistible! 

Ask your Ben-Hur Distributor about this “Let’s Prove It” 
idea — and other surefire Ben-Hur selling aids. Or write for 
the whole story. 

BEN-HUR MFG. CO. Dept. HA-8 —634 E. Keefe Ave. Milwaukee 12, Wisconsin 





HEALTHFUL LIVING THROUGH 




















FOODS 





FROZEN 





Outsells ‘Em All 





JIFFY HOSE HANGER 
Heevy gauge metal, non-slip 
brackets, rust resistant, non-sag- 
ging. Takes up to 75 feet of 
garden hose. No mess—your hose 
giver in place. Green enamet 
nis! 





WATERING CAN 


New! All steel, heavy duty—extra lon 

spout, leakproof, embossed flora 
array. One piece extruded handle. 5 
oven-baked colors. 





FLOWER BOXES 
DELUXE LEAKPROOF 
Embossed, all-steel — pérfect window box. Both 
indoor, outdoor use. 5 pastel finishes; green, 
white, 15"' to 36". 





STANDARD LINE 
Modern design — pastel colors, 5 sizes— 15" to 
36"'. Sturdy, rugged. Also floral planters and 
flower box brackets. 





Through your wholesale distributor or write direct. 


CARLISLE MANUFACTURING CO. 


Established 1903 
109-135 MEEKER AVENUE NEWARK 5, NEW JERSEY 
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Washing fon 


ee and Views 


Reports on Events Affecting 
The Hardware Business 


(Continued from page 10) 


Tariff Group to Study 
China, Bike Imports 


Two current activities of the 
U. S. Tariff Commission are of con- 
siderable importance to the hard- 
ware and other retail trades. 

One of these is the investigation 
about to be launched into the effect 
of imports of specified china table- 
ware and kitchenware (Par. 212, 
Tariff Act.) The other is the in- 
vestigation already under way into 
the effect of bicycle imports on do- 
mestic business. 

Hearings on the chinaware situa- 
tion will open on June 23. A pre- 
liminary investigation was made at 
the insistence of Congress after 
the Tariff Commission had turned 
down petitions by the chinaware 
industry. 

The full-scale investigation of 
the effect of bicycle imports follows 
hearings held early in March. 
Manufacturers complain that an un- 
usual rise in the quantity of im- 
ported bicycles has reduced their 
business by not less than 10 pct. 

As in most cases, cheapness of 
foreign labor is the main reason 
why domestic producers are unable 
to compete. In the case of bicycles, 
it was indicated that the foreign 
makers can deliver bikes to the 
United States at from $4 to $7 un- 
der the American-made wholesale 
price. 





Sec. Sawyer Embarks 
On Fact-Finding Tour 


Commerce Secretary Sawyer will 
make another fact-finding tour in 
April, seeking to find out grass- 
roots sentiment on the national 
economy and controls. 

It is time officials got out of their 
chairs in Washington and went out 
to “listen to what business men 
and others have to say about eco- 
nomic conditions,” Sec. Sawyer 
said. He will meet with business 
and labor groups in each city on 
his itinerary. 

(Resume reading on page 11) 
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pou et, 10°/3" More Profit 
Robeson’s “Frozen Heat Cutlery! 


It's true! Robeson’s direct-to-retailer selling gives you 
50% profit on every sale... 1674% more than the 
usual 334% you get when a ‘‘middleman’’ is involved ! 


This is a mighty important ‘‘plus’’...one that no 
good business man would overlook, especially when 
you consider that Robeson Cutlery practically 

sells itself! And here’s why! 


First, it’s the only cutlery made by the ‘‘Frozen Heat*’’ 
process ...a process which produces a knife that starts 
sharper and stays Sharper than any knife made. The 
“Frozen Heat*’’ process consists of exposing the 

metal first to intense white heat, then to a temperature 
of 100 degrees below zero, thereby hardening 

the metal to a razor-sharp edge that lasts and lasts! 


Secondly, your customers know the ‘‘Frozen Heat*’’ 
story, and are conditioned by consistent hard-selling 
advertising in magazines like Time, Good 
Housekeeping and Better Homes & Gardens, to 


ask for Robeson knives. 


And last but not least, Robeson’s unconditional guarantee 
gives you the final, sure-fire sales-clincher that 







Robeson 


“Frozen Heat” 
Cutlery 





*Guarantee: We unconditionally guarantee every product 

we make. Should any customer, FOR ANY REASON, be dissatisfied 
with the performance of any Robeson knife, it will be replaced 

or reconditioned without charge. 


"Reg. U.S. Pat. Off. 
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just can’t miss. Your customers know that if they are 
not satisfied, for any reason, with the Robeson 

knife they buy, it will be replaced or reconditioned 
without charge. They just can’t lose... and 

neither can you! 


So why be satisfied with a less profitable line, when 
from every point of view, Robeson Cutlery gives 

you so much more. Mail in the coupon below today 
...and make the most of Robeson’s direct-to- 
retailer selling and Robeson’s sure-fire sales appeal. 





P Guaranteed by» 
Good Housekeeping 
$2745 avyrenst we 






Robeson’s “Cutlery Corner” 
Here's a 5-foot showcase that's + 





a whole warehouse in itself. 
All the items your customers 
will want with eye-appeal that 
helps sell knives every minute 
of every day! Other floor 

and counter displays to fit 
every retailing need. 


Robeson Cutlery Co., Perry, New York 


| want to know how | can handle the Robeson line in my 
community on a direct-from-factory basis. 


Please send me details about 





Displays 
Dealer Mats and Helps 


Complete line 
___Gift Sets only 
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City State 
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Hoeynck Sees Good Hardware Outlook; 
Rowlands Warns Against Civic Apathy 


A fairly good business year 
for the hardware industry 
in 1952 was predicted by 
Henry A. MHoeynck, vice- 
president of Shapleigh Hard- 
ware Co., 900 Spruce St., 
St. Louis 2, Mo., principal 
speaker at a meeting of the 
Kansas City Housewares 
Club, held March 7 at the 
Continental Hotel, Kansas 
City. Mr. Hoeynck estimated 
that business in the first six 
months of 1952 will be about 
15 pet off, while the entire 
year will be about 10 pct off. 

Leonard V. Rowlands, 
publisher of HARDWARE AGE, 
was the guest speaker at the 
meeting, which was attended 
by approximately 300 per- 
sons representing hardware 
and housewares wholesalers, 
manufacturers, and manu- 
facturers’ representatives 
from eight states. 

Mr. Hoeynck, who has been 
active in the hardware whole- 


sale field for nearly 46 years, 
said that consumers and deal- 
ers are not in the mood for 
buying at the present time, 
due to increased taxes and 
a lack of confidence in re- 
ports regarding shortages of 
materials, merchandise, etc., 
but felt that business would 
pick up during the year. 

Speaking of the impor- 
tance of the housewares de- 
partment in a wholesale 
hardware house, Mr. Hoeynck 
said that he considered it 
had grown into the number 
one department, as _ house- 
war:s represent merchandise 
that usually sells all year 
round, with good turn-over 
and profit. He urged buyers 
to acquaint themselves with 
department and chain store 
merchandising, and said that 
courtesy to salesmen would 
result in more profit to 
buyers. 

He also stressed the need 


for most retail stores to have 
some type of simplified 
planned selling program in 
which housewares play an 
important role. “It is our 
obligation and responsibility 
to help the retailer to help 


himself with the best weap- 
ons available,” he said. 

He also spoke briefly on 
the handicaps imposed on 
business by NPA and OPS 
regulations, which he con- 
sidered, in some instances, 
more difficult now than they 
were during World War II. 

“Mind Your Business” was 
the subject of the address 
given by Mr. Rowlands, who 
said that businessmen who 

(Continued on page 166) 








1952 Officers for Affiliated Groups 
Of Bicycle Institute of America 


At the recent convention 
of the Bicycle Institute of 
America, Inc., at the Boca 
Raton Club and Hotel, Boca 
Raton, Fla., officers of the 
Institute’s affiliated groups 
were elected for 1952. 

Executive officers of the 
B. I. A. are: president, H. 
Clyde Brokaw, Shelby Cycle 
Co.; first vice-president, Hor- 
ace M. Huffman, Jr., Huff- 
man Mfg. Co.; second vice- 
president, Guy Wainwright, 
Diamond Chain Co., Ince.: 
secretary, Harry W. Kranz, 








Attending the meeting of the Kansas City Housewares Club were, left to right: R. L. 
Johnson, Harper & McIntire Co., Ottumwa, lowa; G. T. Lacy, Wyeth Co., St. Joseph, Mo.; 
Henry A. Hoeynck, vice-president of Shapleigh Hardware Co., St. Louis 2, Mo., principal 
speaker; Garth Briggs, Shapleigh Hardware Co.; Leonard V. Rowlands, publisher of HARD- 
WARE AGE, guest speaker, and Louis Elberts, Paxton & Gallagher Co., Omaha, Neb. 


Cleveland Welding Co.; 
treasurer, Fred A. Baker, 
and executive secretary, John 
Auerbach, B. I. A. 

Bicycle Manufacturers As- 
sociation officers included: 
chairman, William F. Stoeff- 
haas, Arnold, Schwinn & Co.; 
Messrs Kranz and Huffman, 
Jr., and secretary-treasurer, 
Mr. Auerbach. 

Officers of the Cycle Parts 
& Accessories Manufactur- 
ers Association were as fol- 
lows: president, Ernest Mol- 
ler, Carlisle Tire & Rubber 
Div.; vice-president, Robert 
Mesinger, H & F Mesinger 
Mfg. Co.; secretary, Milton 
S. Surre, W. J. Surre & Son, 
and treasurer, Henry Bush, 
Eclipse Machine Div. 

Elected officers of the 
Cycle Jobbers Association 
were: president, Manny 
Beckwith, Hub Distributors, 
Inc.; vice-president, Robert 
B. Wilson, Harry Wilson 
Sales Agency; secretary, 
Cyril O. Ling, Otto C. Ling 
& Son; and treasurer, 
Charles M. Seiden, Lewis 
Supply Co. 

Merchant Member Group 
officers include: chairman, 
H. B. Van Valkenburg, Sears- 
Roebuck & Co.; vice-chair- 
man, Charles Jenkins, and 
secretary, A. D. Raynor, both 
of Goodyear Tire & Rubber 
Co., and treasurer, Mr. Auer- 
bach. 

Officers elected for the Na- 

(Continued on page 176) 
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oe weap- Moore Ends 44 Years As __iiam Moore Hardware at Mil- Pp | * Wh | 
said. + he waukee and Russell Sts. Mr. al 
~~ Michigan Assn. Officer a: aeisiie Mk dacer ennsy vanila olesaiers 
posed on William Moore retired re- churns and butter bowls were a @ e 
and OPS cently as treasurer of the among his best sellers in the Weigh Regional Meetings 
he con- Michigan Retail Hardware first years of business. He 
instances, was active in the store until Freight costs, datings, the New York State Asso- 
than they stricken with illness last general business conditions, ciation of Hardware Dis- 
War II. November. — the possibility of holding re- tributors. 
ness” was During his term of office gional meetings with other Among the guests intro- 
/ address with the Michigan Associa- state wholesale hardware duced were members of the 
nds, who tion, Mr. Moore has seen it groups and by-law changes New York association, Dud- 
men who - dal from 5 ew of 25 or were among the topics at the ley H. Robinson, Albany 
e 166) 30 men to its present mem- s59nq annual spring meeting Hardware & Iron Co., Al- 
——— bership of 1,508. He is also of tie Pennsylvania Whole- bany, president; Frank J. 
a member of the HARDWARE .aje Hardware & Supply As- Weber, J. M. Warren & Co., 
AGB 50-Year Club. ’ sociation meeting, March 6 Troy, vice president; Nelson 
° Mr. Moore's address is 6476 and 7 at the Hotel Astor, F. Johnson, A. H. Marshall 
nerica Russell St., Detroit 11. New York City. More than (Co., Inc., Plattsburg, T. H. 
1 Co.; 160 members and guests at- Bradley, Jr., Thomas H. 
Baker, . r tended the cocktail party and Bradley, Inc., and W. W. 
ry, John Wheeling Cut Nail Plant banquet, Thursday evening, Conde, W. W. Conde Hard- 
WILLIAM MOORE Observes Centennial including representatives of (Continued on page 168) 
ee Association after 44 years of The La Belle Works, a cut 
Steel service in this post. nail plant, of Wheeling Steel 
de Se: Mr. Moore, who is 88, has Corp., Wheeling, W. Va., has 
ie Feanetay spent his entire career in the celebrated its 100th anni- 
neainas. hardware business. At the versary. — 
: ’ age of 14 he went to work in «Founded in 1852, the plant 
a hardware shop in Kingston, was one of the first to use 
e Parts Ont., where he learned the hand-fed machines for the 
ifactur- sheet metal trade. In 1881 he mass production of cut nails, 
as fol- moved to Detroit, and shortly which gave the name “Nail 
_— afterwards opened the Wil- City” to Wheeling. 
ber 
Robert 
esinger 
Lo Feir Predicts 1952 Business Increase; 
Bush, Expects Few Merchandise Shortages 
_— ; At the recent 24th annual the three days of the meet- 
a Stores Congress of Marshall- ing. — ; 
uae Wells Co., Portland branch, Major emphasis was placed : ; & b f th 
buters, 1420 N. W. Lovejoy St., on selling, with speakers giv- — and — ors aay og —_ - sl Bg 
Robert Portland 8, James Feir, re- ing the selling points and re ee °C Ke ardware ryan y ”D , 
, tirin a ident and sales value of various lines eft to rig t: James . Krause, secretary an treasurer; enton 
Wilson g biel mtaree “ A . L. Wright; John H. Stauffer, president; H. C. Hopkins; Elmer 
atary, member of the board of di- and merchandise which rep- E. Steinbrunn, first vice-president; A. J. Schelly and Robert 
Ling rectors, predicted an increase resented a large volume in J. Glock, chairman. 
‘urer, in business during 1952. Ac- all of the stores. Product 
pan cording to Mr. Feir, dealers talks were given by various 
can enna few shortages of rot ging at- New Officers Elected, dent and Joscph Pence, sec- 
}roup merchandise during the pres- tending the meeting, giving . ond vice-president, both of 
ning ent year, with the exception pertinent information and Intermountain Assn. Salt “eh City, and Frank 
Jears- of a few isolated items. selling ideas to dealers. Maxwell Becker, Caldwell, Dalton, Tremonton, Utah, 
chair- More than 300 dealers, A cross section and overall was elected president of the two-year director. Lowe 
and their wives and employees average by percentages of Intermountain Association of Ashton, Heber City, Utah; 
. both gathered at the Congress, Marshall-Wells Stores’ profits Hardware and Implement Marlin Sorenson, Salina, 
ubber held at the Columbia Athletic and expenses, including rent, Dealers at the association’s Utah; Jay Browning, St. 
Auer- Club and the Merchandise salaries and advertising, was recent three-day convention Anthony, Ida., and Homer 
Mart of Marshall-Wells Co. presented to the assembled in Boise, Idaho. Davis, Nampa, Ida., were all 
» Na- All phases of a dealer’s oper- dealers by E. B. Cooper, Also elected were: Joseph elected three-year directors 
of the association. 
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ation were covered during 
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Expect 1952 Toy Retail Sales 
To Exceed $600 Million 


An all-time record regis- 
tration of more than 11,500 
toy buyers attended the 49th 
annual American Toy Fair 
in New York City, March 10 
to 19. Norman G. Winter- 
mantel, president of the Toy 
Manufacturers of the U.S.A., 
Inc., sponsors of the exhibit, 
forecast a 1952 sales volume 
of more than 10 pct in excess 
of last year’s $330 million: at 
manufacturers’ level. It is 
expected that this year’s re- 
tail sales of toys will be in 
excess of $600 million. 

There were exhibits of 
1800 manufacturers at the 
Hotel New Yorker, Hotel 
McAlpin and at permanent 
showrooms at 200 Fifth Ave. 
and 1107 Broadway and other 
locations. 

Although prices were gen- 
erally at the same levels as 
last year, there were some 
slight advances and a few 
declines. Ordering was gen- 
erally brisk in wood, plastic, 
metal and paper lines with 
business good in doll and 
animal lines. 

An increase was noted in 
the number of wholesale and 
retail hardware concerns 
represented among the buy- 
ers at the fair, with many of 
them seeking lines for year 


‘round toy promotional ac- 
tivities. 

“The record number of new 
toys introduced reflects im- 
portant advances in research 
and manufacturing  tech- 
niques which have made pos- 
sible increased play value,” 
said Horatio D. Clark, secre- 
tary, Toy Manufacturers of 
the U.S.A., Inc., 200 Fifth 
Ave., New York City. “What 
toys can be made will depend 
on what materials are avail- 
able. 

“Present metal allotments 
do not permit any inventory 
to be built to meet holiday 
demand. The industry will 
endeavor to make as many 
quality toys as possible to 
meet the children’s essential 
play needs and will seek only 
a fair share of whatever 
scarce materials may be 
available for civilian use.” 

Noted among hardware 
dealers and wholesalers, syn- 
dicate, chain and department 
store buyers, was the empha- 
sis on merchandise for late 
spring and summer promo- 
tion and a growing tendency 
among all types of retail out- 
lets to feature layaway plans 


for higher priced toys, 
games, dolls and _ wheel 
goods. 
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Among the numerous new 
items were latest designs of 
bulldozers, bucket loaders 
and other highway mainte- 
nance equipment. There were 
new train accessories, numer- 
ous new doll features in- 
cluding costumes and acces- 
sories and a variety of new 
games, including some tying 
in with business operations. 
Equipment used by _ the 
armed forces was featured 
in various new items. 

Enthusiasm continued for 
cowboy and Indian equip- 
ment, including many items 
tied to specific characters. 
New wheel goods offerings 
included improvements in 
sidewalk cycles and adult 
and juvenile sizes of bicycles. 





Yale & Towne Elects 
Two New Directors 


William H. Mathers and 
Elmer F. Twyman have been 
elected directors of Yale & 
Towne Mfg. Co., Chrysler 
Bldg., New York 17, N. Y. 

Mr. Mathers is a member 
of the New York law firm of 
Milbank, Tweed, Hope & 
Hadley, general counsel for 
Yale & Towne. Mr. Twyman 
is vice-president in charge of 
Yale & Towne’s Philadelphia 
division, and prior to election 
to this post in 1950, he served 
for 17 years as general man- 
ager of Yale & Towne com- 
pany’s automatic transporta- 
tion division. 








Housewares Club of Chicago Holds Stag 





Among the guests at the St. Patrick’s Day stag of the Housewares Club of Chicago, 
held Thursday, Mar. 13, in the Merchants and Manufacturers Club of the Merchandise 
Mart, Chicago, were, left to right: Hayden Kelly, Fresh’nd Aire Co.; Leslie W. Miller, 


National Pressure Cooker Co.; Jac 


k Edwards, General Mills, 


Inc.; William Gutsgell, 


Fresh’nd Aire Co.; Louis J. Weiss, Sears, Roebuck & Co., and John E. Middleton, Jr., 
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Middleton & Brown. 
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Langsam Heads Toy 
Wholesalers’ Association 
Ralph H. Langsam, vice- 


president and general sales 
manager of Masback, Inc., 





RALPH H. LANGSAM 
wholesaler, 330 Hudson St., 
New York 13, N. Y., has been 
elected president of the Toy 


Wholesalers’ Association of 
America, 250 Fifth Ave., 
New York, N. Y., at its an- 
nual convention held at the 
Hotel New Yorker recently. 
Mr. Langsam has served 
for 21 years with Masback, 
formerly holding the position 
of sales promotion and adver- 
tising manager. During 
World War II, he served with 
the War Production Board in 
Washington, as chief of the 
Wholesale and Retail Policy 
Section. Following the war, 
he returned to Masback in 
his present capacity. Mr. 
Iangsam was also vice-presi- 
dent of the Toy Wholesalers’ 
Association in 1950-1951. 





Housewares Group Gives 
20 Pct Exhibit Refund 


A refund of 20 pct on ex- 
hibit fees to exhibitors in the 
January, 1952, National 
Housewares and Home Ap- 
pliance Exhibit has _ been 
voted by directors of the 
National Housewares Manu- 
facturers Association, 1140 
Merchandise Mart, Chicago 
54, Ill., according to A. W. 
Buddenberg, executive sec- 
retary. 

The refund on the January 
exhibit, which is the 15th suc- 
cessive refund in the past 14 
years by the NHMA to ex- 
hibitors, was made possible 
because of the NHMA’s non- 
profit plan and the increase 
in the size of the exhibits. 

The next NHMA exhibit is 
scheduled for July 7-11, in 
the auditorium at Atlantic 
City, N. J. 
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Springtime means big business for 
you, because it’s the home makers’ 
busiest season. Remodeling, repairing and building 








bring hundreds of needs calling for bright, durable | 
Judd household hardware. Judd bright wire goods are | 
specially processed to meet rigidly held standards — | 
famous for their bright long-lasting finish. And you'll | 


have plenty of calls for Judd’s nationally advertised 
curtain rods with the snag-proof round edges. For a 


real merchandising and selling job — and best delivery | 


— better get your spring orders in promptly. 


Household 
Hardware 


H. L. JUDD COMPANY, 87 Chambers St., New York 7 | 


Wallingford, Connecticut 
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Installation 


One Piece Steel 
Construction 









AES ‘ 
so 
Model wil 
No. 278 MEDICINE 

CABINETS AND 
MIRRORS 


Give your customers the best —and they'll 
come back for more. Since 1908, HESS has 


pioneered in building cabinets that lead 





their field . . . in construction . . . in design. 
34 styles from which to choose, all of them 
the latest in appearance ard construction, 
models with and without incandescent or 
fluorescent lights. Piano-type hinges, bullet 


door catches, completely wired for installa- 


tion. Yet HESS fixtures cost no more! 





Write for free catalog on our complete line of cabinets and mirrors 


THE HESS COMPANY 


1859 SOUTH 54th AVENUE 
CHICAGO 50, ILLINOIS 


| MANUFACTURERS OF METAL CABINETS SINCE 1908 
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HAY CARRIERS 





HARPOON FORKS 





GRAPPLE FORKS 


Now! Get Ready for | 


Hay Tool Sales! 


MOLINE HAY CARRIERS are 
made in three models. Each 
is ruggedly built, equipped 
with self-locking sling-pulley. 





iron castings. Strong, smooth running — 
years of service. 


MOLINE FORKS are available 
harpoon and grapple types — seven 
models in all. Heavy steel and high 
strength malleable iron parts are used 
in the right places for best performance 
and Jong life. 


MOLINE PULLEYS are made with high 
strength malleable iron frames. Sheaves 
are either wood or iron as desired — a 
wide selection of types and sizes. 


MOLINE STEEL TRACK is double strength 
with malleable couplings and bumpers. 
Easy to assemble and erect. 


Write today for 
Moline Hay Tool 
Catalog and Prices 





seems 








DOUBLE STRENGTH STEEL TRACK 
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SPRING 


HINGES 
ARE THE 
BEST 


BUTTON TIPS 


STANDARD 
TYPE 
NO. 29 


Sheaves and frames are made | 
of our high strength malleable | 


in both | 
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Stanley Electric Tools Names Lyons Head 


Of Sales District; Names Three to Sales 


| 


| 
| 





FRANK W. LYONS 


Division of the 





FRANK P. LUCIER 


and three new appointments 
in the field sales force were 
announced. 

Phil S. Pods has been ap- 
pointed sales represenative in 
Michigan, Frank P. Lucier 
was assigned to metropolitan 
New York, and Darrel T. 
Argo will be sales represen- 


Works, New Britain, Conn., 





PHIL S. PODS 


Frank W. Lyons was ap- tative in southern Tennessee, 
pointed district sales mana- Alabama and Mississippi. 
ger in the southern territory Mr. 


for Stanley Electric Tools, 
Stanley to New Mexico. He has been 


Lyons’ territory ex- 
tends from North Carolina 
a salesman with Stanley Elec- 
tric Tools for 15 years. 

Mr. Pods, prior to joining 
Stanley, had been an indus- 
trial and school salesman for 
Waterstons’ of Detroit for 
12 years. Mr. Lucier has 





DARREL T. ARGO 


completed an extensive sales 
training course on electric 
tools at New Britain. 








Jacobsen Schedules 
Mower Sales Clinics 


The Jacobsen Mfg. Co., 
Racine, Wis., is scheduling a 
series of special sales train- 
ing clinics for dealers and 
their staffs to help them 
build their own selling pro- 
grams for Jacobsen power 
mower equipment. 

About 400 of these clinics 
have already been set for all 
parts of the country. Led by 


company representatives, the 
training program is_ built 
around sound color slides 
which illustrate all models in 
the Jacobsen line and point 
up selling features of each. 
New promotional material 
available to dealers is also 
shown and suggestions are 
offered for building displays 
of related lawn and garden 
merchandise around power 
mowers. Each meeting closes 
with a question and answer 
session. 
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News of the Trade 





Strong Participation Reported in 1952 
NEMA Electric Housewares Gift Campaign 


Strong participation in the 
1952 Electric Housewares 
Gift Campaign, “Electric 
Housewares — First Choice 
for Every Gift Occasion,” has 
been reported at a meeting 
of the Electric Housewares 
Section of the National Elec- 
trical Manufacturers Asso- 
ciation, held in Chicago. 

Early regional meetings 
and advance planning by 
dealer and distributor groups 
in key sections of the coun- 
try indicate strong participa- 
tion in the campaign. Peak 
activity in local level promo- 
tions will be reached during 
April, May and June. 

It was reported that 100,- 
000 copies of the industry’s 
Spring Retail Sales Plan 
Book were mailed during the 
latter part of January. These 
were sent to dealers and dis- 
tributors, and others con- 
cerned with the sales of elec- 
tric housewares. Orders for 
the industry display mate- 
rials and promotional aids 
have been coming into cam- 
paign headquarters steadily. 

Both trade and consumer 
magazines are supporting the 
campaign and keeping deal- 


ers in the hardware and ap- 
pliance trade posted on the 
various phases of the cam- 
paign. 

All manufacturers’ repre- 
sentatives and area commit- 
tees have been provided with 
information kits with which 
to assist local organizations 
in presenting the campaign 
to dealers. The kit includes a 
copy of the Plan Book, a 
round-up story on the 1952 
campaign plans, a_ basic 
what-to-do checklist, the cam- 
paign advertising schedule, 
an ad proof and samples of 
available display material. 
There is also a 72-frame color 
film strip and written com- 
mentary available. 





Elected To American 
Fair Trade Council 

H. G. Blakeslee, vice-presi- 
dent and general manager of 
Cory Corp., 221 N. La Salle 
St., Chicago 1, Ill., has been 
elected to the board of trus- 
tees of the American Fair 
Trade Council, it was an- 
nounced by John W. Ander- 
son, president of the council. 








R. L. Fowler Honored by Florence Stove 





malil| 


« 
* 





More than 150 business associates, friends and executives 





of Florence Stove Co., 205 School St., Gardner, Mass., at- 
tended a testimonial banquet held in honor of Robert L. 
Fowler, who recently retired as chairman of the board of di- 
rectors of Florence Stove. He has been the key figure in 
the firm’s management for the past 21 years. 


H. Taylor, president of the company. 
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Mr. Fowler, | 


left, is shown receiving an engraved silver tray from Robert 


Sheffield 


Brings You The BEST 
in OIL 
COLORS 


WITH THE COLORFUL DISPLAY 
CABINET THAT SELLS MORE OllL 
COLORS FOR YOU ON SIGHT 
COLORFUL TINTING CHART ON 
CABINET SHOWS THE DOZENS OF 
SPECIFIC TINTS RESULTING FROM 
VARIOUS COMBINATIONS OF 
OlL COLORS AND WHITE 







Here's the greatest deal in the 
world in oil colors! The very finest 
quality oil colors . . . in a complete 
range of colors... all triple ground 
in pure linseed oil... all FULL 
STRENGTH... and at popular 
prices! Get this display cabinet... 
and watch your oil coler sales 
zoom up! 


Shettield From 





PAINT CORPORATION 


CLEVELAND 19, OHIO 





Model 5-N Portable 
Compressor Unit 

Engineered for automotive, 
industrial painting and rental 
fields. High delivered air 
volume, 1/2 hp., 5.31 cu. ft. 
displacement, 50 Ib. working 
pressure. Rugged piston type. 





‘Out-Performance’ 


SPECIFY : 


All New Streamlined 
Sharpecraft ‘‘40"’ 

Compact, lightweight, 
champion for hard, lasting 
performance. 1% hp. motor 
delivers 2.3 cu. ft. free air 
at 40 Ibs. per minute, Motor 
optional. Sturdy oilless 
diaphragm type. 







PORTABLE SPRAY UNITS 
F 4 by “4 : P43 





Sharpe Spray Guns 

Choice of internal mix 
pressure, external suction or 
combination types for cup 
or material container use. 
Precision-machined air and 
material nozzles. 





Additional data upon request. rea Z 
Dealerships available, write for details. 
SHARPE MFG. CO. 
1224 Wall St., Los Angeles 15, Calif. Ae re 
sande el c se 
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0-Cedar Corporation Becomes Sabsidiary 
of American - Marietta Company, Chicago 


O-Cedar Corp., 2246 W. 
49th St., Chicago, Ill., has be- 
come a subsidiary of Ameri- 
can-Marietta Co., 101 E. 
Ontario St., Chicago 11, with 
the acquisition by American- 
Marietta of approximately 
85 pet of all outstanding 
shares of O-Cedar Corp. 

O-Cedar will be operated 
without change, and George 
Barnes will continue as presi- 
dent and general manager, 
with all other members of the 
executive staff remaining in 
their same capacities. 

Founded in 1908, O-Cedar 
is a manufacturer of furni- 
ture polishes, waxes, mops 
and other household cleaning 
materials. The firm’s plant 
contains 123,000 sq. ft. of 
space, and operations are 


carried on with modern, high- 
speed machinery. 

Joining O-Cedar’s forces 
with those of American- 
Marietta, manufacturer of 
paint and specialized finishes 
for industry, is in line with 
American-Marietta’s policy of 
product diversification and 
specialization. 





Brand Names Awards to 
Be Presented April 16 


The fourth annual “Brand 
Name Retailer of the Year” 
plaques and citations, spon- 
sored by the Brand Names 
Foundation, Inc., 37 W. 57th 
St., New York 19, N. Y., will 
be awarded to merchants in 
20 fields of retailing at the 
Brand Names Day 1952 din- 
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ner, Wednesday, April 16, in 
the Grand Ballroom of the 
Waldorf-Astoria, New York 
City. Winners were an- 
nounced in the March 20th 
issue of HARDWARE AGE on 
page 210. 

Speakers at the Brand 
Names Day dinner include 
Hon. James A. Farley, chair- 
man of the board of the 
Coca-Cola Export Corp., and 
former Postmaster General, 
and Dr. Nicholas Nyaradi, 
former Finance Minister of 
Hungary. Mr. Farley will 
give the keynote address, and 
Dr. Nyaradi will speak on 
“The Dark Alternative to the 
Free Enterprise System.” 

Selection of the winners 
was the result of two judg- 
ing meetings held in Chicago 
and New York City. Judges 
included the 18 “Brand Name 
Retailers of the Year” hon- 
ored at last year’s Brand 
Names Day. 








Nine Children Win Puppies in Billy & 
Rath Wholesaler-Sponsored Contest 


Winners in the 1951 Billy 
and Ruth puppy contest, part 
of the Billy and Ruth toy 
promotion, were recently an- 
nounced. This contest is con- 
ducted each year by a group 
of wholesalers in connection 
with the Billy and Ruth Toy 
Book, distributed by these 
wholesalers to dealers for 
consumer use. 

The nine winners in this 
year’s contest were: Ray 
Tharpe, Barnesville, Va.; 
Leonard Grantner, 1069 E. 


Reid Rd., Grand _ Blanc, 
Mich.; JoAnne Maier, 7708 S. 
E. Clackamas Rd., Portland 
22, Ore.; Bonnie V. Sipe, 
Northills Rd., York, Pa.; 
Twilla Wadley, 715 E. Locust 
St., Kankakee, IIl.; Lillian 
Liner, 984 §S. Fourth St., 
Memphis 7, Tenn.; Mary Ann 
Passwaters, Clayton, Del.; 
David Lister, 6730 Common- 
wealth Blvd., Parma Hts., 


Ohio, and Carole Ann Ger- 
nat, 400 Knowlton St., Strat- 
ford, Conn. 


Wholesalers participating 
in the Billy & Ruth promo- 
tion are: Albany Hardware 
& Iron Co., Blatt Distrib- 
uting Co., Cullum & Boren 
Co., Dale Products, Kipp 
Brothers, Morley Bros., Mor- 
ley-Murphy Co., Ohio Valley 
Hardware & Roofing Co., 
Orgill Bros. & Co., S. Stark- 
man & Co., Supplee-Biddle- 
Steltz Co., Thomson-Diggs 
Co., Tracy-Wells Co., J. A. 
Williams Co., Woodbury 
Hardware Co., and Wyeth 


Co. 

The Billy and Ruth pro- 
motion was described on 
pages 81-84 in the Dec. 13th 
issue of HARDWARE AGE. 





The nine winners of the 1951 Billy and Ruth puppy contest, which is conducted each year 

by a group of wholesalers in connection with the Billy and Ruth Toy Book, were shipped 

their prize puppies by Air and Railway Express. Some of the puppies are shown here 
before taking off in a United Air Lines plane. 
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Bradley Named Southern 
Manager of Reo Mowers 


Charles V. Bradley has been 
appointed southern regional 
manager for the lawn mower 





CHARLES V. BRADLEY 


division of Reo Motors, Inc., 
Lansing 20, Mich., covering 
Alabama, Arkansas, Georgia, 
Florida, Louisiana, the Caro- 
linas, Mississippi and Ten- 
nessee. 

Mr. Bradley was formerly 
general manager of R. E. 
Bradley & Sons, a firm of 
manufacturers’ representa- 
tives. 





Ohio Retail Group Plans 
June Golf Tournament 


A golf tournament, open 
to members of the Ohio Re- 
tail Hardware Association 
and their guests, will be held 
June 10 and 11, at the Gran- 
ville, O., Country Club. A 
banquet will be held Wednes- 
day evening, June 11. 

The golf committee is com- 
posed of: John De Weese, 
Delphos, registrations; M. 0. 
Gregory, Granville, banquet 
and housing; Robert L. Horn, 
Toledo, prizes; D. M. Winans, 
Marietta, rules and scoring; 
Robert O. Bleeks, registra- 
tion; G. V. Britton, Akron, 
and Elden L. Fruth, Fostoria, 
general chairman. 





Unger and Blake Join 
Ray-O-Vac Sales Staff 


William C. Unger, Jr., and 
Francis A. Blake have been 
appointed salesmen by Ray- 
O-Vac Co., Madison, Wis. 

Mr. Unger will cover Kan- 
sas and Nebraska, with head- 
quarters in Kansas City, and 
Mr. Blake will cover Iowa 
and central Illinois from 
offices in Davenport, Iowa. 
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introducing a new Self- 
Service Island called 
| FLEXO-SPACE. This 
new self-service island 
displays all types of 
merchandise regardless 
of shape or size. FLEXO- 
SPACE gives you Self- 






~~EIECLUh__— ELE Feme Flexibility, and 
many other time-saving and money-making features 
Thousands of retail dealers nave found Self-Service in- 
creased sales as much as 25% and more. FLEXO-SPACE 

















































DLEY displays 4 times more merchandise than the conventional flat- 
type counter, - it takes only 121 Sq. Ft. of floor space. You 
sell more merchandise with FLEXO-SPACE because you can “ . a 
tors, Inc., display more. Adjustable shelves make it easy for quick Beautiful in the 
covering changes in display. Heavy steel tubular supports for rigidity. 
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HAS ALWAYS BEEN OUR MOST 
SATISFACTORY STEP ON CAN... 
THE ONLY ONE WE HANDLE! 





} SOLD EXCLUSIVELY 
\ THROUGH THE 
, \ INDEPENDENT 


12, 14, 16, 20 qt. SIZES 
White Red Yellow 
Order from your jobber 


MASTER METAL PRODUCTS, Inc. 
321 Chicago Street 


Buffalo 4, 


TRADE 











2 aa 


St ; ~~ 


MODEL S-12 


N.Y. Hgt. 15”, Dia. 10” 











... by Edlund beat 
up sales and do a 
better beating job for 
the customer. Nation- 


ally advertised. 


Replacement. guar- 
antee. 


Ldlund 


for 


BETTER KITCHEN TOOLS 


EDLUND COMPANY 
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BURLINGTON, VT. 











| Greening Heads Carter 
| Co. as Paulscraft Retires 
| Charles K. Greening, trea- 


| surer of R. K. Carter & Co., 
345 Broadway, New York 13, 





CHARLES K. GREENING 


N. Y., purchasing agents, and 
with the firm for almost 17 
years, has been elected presi- 
dent of the firm succeeding 
William B. Paulscraft, presi- 
dent since 1947. Mr. Pauls- 
craft has retired after 50 
years with the firm, remain- 
ing a director with offices in 
the New York office. 
William P. Herrmann, sec- 
retary and assistant trea- 
surer and a 38-year veteran 
with the firm, was elected 
treasurer, succeeding Mr. 
Greening. Edwin M. McNeil 
continues as first vice-presi- 
dent in charge of the buying 
department, and T. D. Haub- 
ner remains as second vice- 
president in charge of con- 
tract sales. Dorothy M. Gil- 
lane, accounting assistant to 
Mr. Herrmann, was elected 
secretary of the company. 





WILLIAM B. PAULSCRAFT 


Mr. Paulscraft started his 
career with Sargent & Co., 
and after 10 years with that 
firm became affiliated with 
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the former Hardware Buyers’ 


Association and the Anvil 
Club. In 1902 he joined R. K. 
Carter & Co., as manager of 
the Pittsburgh office. In 1904 
he was transferred to New 
York to take charge of all 
buying. 

He developed the company’s 
“Price Book” system of quot- 
ing prices to _ subscribers, 
During his years with the 
company, Mr. Paulscraft be- 
came successively secretary 
and vice-president before he 
was made president. He is a 
member of the HARDWARE 
AGE 50-Year Club. 


Elected a Director of 
National Screw & Mfg. 


Donn D. Greenshields, vice- 
president of National Screw 
& Mfg. Co., Cleveland 4, 
Ohio, has been elected a di- 
rector of the company, whose 
affiliates include National 
Screw & Mfg. Co. of Cal, 





DONN D. GREENSHIELDS 


Los Angeles, Hodell Chain 
Co. division, Cleveland, and 
Chester Hoist division, Lis- 
bon, Ohio. 

Mr. Greenshields has served 
in sales and production ca- 
pacities with the firm since 
1934, served as works. man- 
ager of the Cleveland plants, 
and in 1949 was made vice- 
president. 


Appliance Trading Guide 


A new 1952 edition of the 
National Appliance Trade-in 


Guide has been announced 
by the National Appliance 
Trade-in Guide Co., 2132 


Fordem Ave., Madison 4, Wis. 
More than 9,000 models of 
78 manufacturers of major 
appliances are represented in 
the guide. 
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Heil Cian’ Aqua-Flo Water Systems 
Now Manufactured by Morrison Company 


The entire line of Aqua- 
Flo Water Systems, formerly 
manufactured by the Heil 
Co., Milwaukee, Wis., has 
been purchased by the Mor- 
rison Co., 125 W. Melvina 
St., Milwaukee. All produc- 
tion activities have been 
moved to the Morrison plant. 

The Morrison Aqua-Flo 
Water System line includes 
shallow and deep. well 


pumps, both reciprocating 
and jet types, in a complete 
range of sizes for all do- 
mestic requirements. 

George F. Morrison, presi- 
dent of the Morrison Co., 
said that the firm sells pumps 
on a well-defined sales policy 
that is strictly adhered to, 
and that prompt attention to 
service requests is one of the 
Morrison policy standards. 








Carlson Named Telechron 
National Accounts Man 


Gilbert H. Carlson has 
been appointed national ac- 
counts representative for 





GILBERT H. CARLSON 


Telechron Department, Gen- 
eral Electric Co., Ashland, 
Mass. He will handle chain 
and premium accounts na- 
tionally. 

At the same time, Roger 


A. Thomas was appointed 
sales representative in the 
New York territory, and 


Robert D. Kokins was named 
representative in the Balti- 
more and Washington area. 

Mr. Carlson was formerly 
sales representative in the 
New York territory, and Mr. 
Thomas served as assistant 
to the clock sales manager. 
Mr. Kokins had been in sales 
order service at the home 
office. 





New England Dealers 
Warned About Profits 


At the recently concluded 
annual convention of the 
New England Hardware 
Dealers Association in Bos- 
ton, Merrill D. Graham told 
a group of 500 hardware em- 
ployees that the current trend 
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of the hardware business de- 
mands _ serious 
their part. 

Noting that 64 pct of the 
cost of running the average 
hardware store can be ac- 
counted for in wages and 
salaries, and with expenses 
going up and income going 
down, unless profits can be 
increased, hardware 
owners will be forced to re- 
duce expenses by employing 
fewer salespersons or by go- 
ing into a self-service type 
of operation. 

He advised the salesmen 
to study the job of customer 
approach, to sell quality and 
justify any price differen- 


tial; to keep net profit and | 
not just the total number of | 


sales as a goal. “Now we 


must create some 


he said. 

At the concluding session 
of the convention, Charles 
Coburn, president of the C. B. 
Coburn Co., Lowell, Mass., 
was elected president of the 
association. 
Fournier, H. E. Fournier 
Hardware, Livermore Falls, 
Me., 
Directors Herman Carlisle, 
Carlisle Hardware Co., 
Springfield, Mass., and J. C. 
Curtis, Curtis 


for three year terms. 


Pierce & Stevens Names 
Hamlin Sales Head 


H. Ward Hamlin has been 
appointed sales manager in 
the specialties division of 
Pierce & Stevens, Inc., 710 
Ohio St., Buffalo 3, N. Y. 

Mr. Hamlin joined the spe- 
cialties division in 1947 and 
has been directing the com- 


pany’s sales activities in the | 


western division. 


1952 


thought on | 


store | 


sales to | 
put on top of demand sales,” | 


Henry E. | 


became vice-president. | 


Hardware, | 
Berlin, N. H., were reelected | 











THE NEW 


FREEZER 


MOUNTED OUTSIDE OF FREEZER 


May be placed at eye-level or any location near freezer 
that is convenient for frequent reading. 


SHOWS THERMOMETER INSIDE FREEZER 
Small bulb hangs inside and is connected with thermometer 
unit by fine capillary tube which rests under lid and does 
not interfere with tight sealing. 


ZONE TYPE SCALE FOR 
INSTANT, EASY READING 


A glance shows whether temperature 
in freezer is being maintained at 
correct level for food protection— 
warns of prolonged current interrup- 
tion or mechanical failure. 


ATTRACTIVE AND ACCURATE 


Blue and white scale in pure white 
case has clean, cool appearance in 
harmony with freezer. Built for years 
of dependable service. 



















SPECIAL MERCHANDISE 
DISPLAY CARTON 
CONTAINS 6 UNITS 


“ 









‘SW-Welel isl Samael 


3 
Pn ff product by ‘ 
(@ 7 FEE AND STEMWEDEL, INC. 
t ta 2210 WABANSIA AVE., CHICAGO 47 


Lt 





ADDITIONAL INFORMATION AND DISCOUNT 


WRITE FOR 
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RETAIL PRICE 49 5 
WITH 36” HANDLE 
WITH 10” HANDLE $395 


EVERY HOME NEEDS ONE 
LACO E-ZEE WASH is a light-weight top- 
quolity brush for the car owner and the 
householder. Blended horse hair bristles 
—flare 4'2"—are set in molded rubber 
brush part. Brush is easily replaceable— 
snaps off or on—held firmly by pressure 
of the rubber. Five water jets—sturdy 
light weight tube handle—36” or 10” 
long—attaches to standard garden hose. 
Interchangeable scrub brush available, 












play box. 




















3 colors. 


Complete free newspaper 
mat service. 





See Jobber—or write us 


LAITNER BRUSH CO. 


yi010,0mm =) 4010) GOA, MeO a4 els ° 
Manufacturers since 1855 
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No. 395—10” handle 
individually packed in 
attractive 3-color dis- 


No. 495—36" handle 
attractively packed— 
colorful display box in 








, DETROIT 26, MICHIGAN 








Hoeynck Sees Good 
Housewares Outlook 


(Continued from page 156) 


mind their business will also 
be minding their way of life. 
Mr. Rowlands pointed out 
that with government so in- 
tegrated with business these 
days, one of the best ways of 
“minding your business” was 
to take a greater interest in 
civic affairs. He warned that 
Americans were giving up 
one of their most prized heri- 
tages—the right to vote. 
The publisher of Harp- 
WARE AGE cited figures show- 
ing that when Abraham 
Lincoln opposed Stephen 
Douglas in 1860, 84.19 pet of 
the eligible vote was cast. 
He compared it with the re- 
cent Truman-Dewey election, 
at which time oniy 52.2 pct 
of the eligible votes were 
cast. This is a dangerous 
trend, Mr. Rowlands empha- 
sized, one that every citizen 
should combat by making 
certain that his vote is cast. 
On the morning following 
the meeting, a “Hospitality 
Breakfast” for those attend- 
ing the meeting from out of 
town was held in the Mer- 
chandise Mart, with the fol- 
lowing firms serving as hosts: 
Bert J. Clark Co.; W. A. 
Foley Co.; L. S. Gershon & 
Son; Earl J. Goetze Co.; 
Robert P. Ingram & Co.; 
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W. C. Rein Co.; John Robert- 
son & Hal Reed, and Harvey 
D. Woodward & Co. 

The visitors inspected of- 
fices and show rooms of man- 
ufacturers’ representatives in 
the housewares field in the 
Mart. 


Griffin Named to Mirro 


Line in Five States 


Willis H. Griffin has been 
named sales representative 
for Mirro aluminum cooking 





WILLIS H. GRIFFIN 


utensils by Aluminum Goods 
Mfg. Co., Manitowoc, Wis. 
He will cover Colorado, Wy- 
oming, Utah, New Mexico 
and Arizona. 

Mr. Griffin has been asso- 
ciated with the retail hard- 
ware business for more than 
three years. 








Standard-Shannon Wins Nicholson Contest 





George A. Kerbaugh, president, Standard-Shannon Supply 


Co., 13 S. Letitia, Philadelphia, 


Pa., industrial supply dis- 





tributor, receives a mahogany box of files for submitting the 
winning name for a shoe rasp in a customer-contest conducted 
by Nicholson File Co., Providence, R. I. The name, “4-In- 
Hand”, was selected from more than 800 entries. At the 
presentation ceremony in Philadelphia are, left to right, 
George R. Ashbey, advertising manager and E. A. Neal, 
domestic sales manager of Nicholson File, and Mr. Kerbaugh. 
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John Roebling's Sons 
Names Representative 


L. Wayne Nelson has been 
appointed district sales rep- 
resentative for John A. 





L. WAYNE NELSON 


Roebling’s Sons Co., Trenton 
2, N. J., to cover Virginia, 
West Virginia, Kentucky, 
Tennessee and North Caro- 
lina. 

Mr. Nelson, a member of 
the Woven Wire Fabrics di- 
vision sales administrative 
staff for the past two years, 
will handle both hardware 
and industrial products in his 
new post. 


Cresley Creates Two 
Sales Organizations 


Separate sales organiza- 
tions for refrigerators and 
appliances and for television 
and radio have been estab- 
lished by the Crosley Divi- 
sion of Avco Mfg. Corp., 1329 
Arlington St., Cincinnati 25, 
Ohio. W. A. Bless vice-presi- 
dent in charge of Crosley 
sales, will be in charge of 
both sales organizations. 

L. F. Cramer, in addition 
to his duties as assistant gen- 
eral manager, will coordinate 
all television and radio func- 





W. A. BLEES 
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tions, and Inwood Smith, as- 
sistant general sales man- 
ager, has been 


ager on special assignments. 

F. F. Duggan has been ap- 
pointed general sales man- 
ager for refrigerators and 


appliances, and E. W. Gaug- | 


han has been named general 
sales manager for television 
and radio. 

R. K. White has been ap- 
pointed assistant general 
sales manager in charge of 
coordinating general adver- 
tising, promotion and public 
relations activities, and R. H. 
Schneberger was named gen- 
eral service manager. 

Mr. Blees has announced 
the appointments of M. R. 
Rodger as western divisional 
sales manager for appliances, 
and T. H. Mason as eastern 
divisional sales manager for 
appliances. H. E. MecCul- 
lough is appointed field sales 
manager for TV and radio. 





Hoover Co. Names Three 
New Branch Managers 


The Hoover Co., North 
Canton, Ohio, has promoted 
three men to posts as branch 
managers: 

Stanley L. Johnson has 
been made manager of a 
newly-created branch that 
will have its headquarters in 
Washington, D. C.; Eli C. 
Coil was named branch man- 
ager, with headquarters in 
Detroit, covering lower Mich- 
igan and northern Indiana, 
and Lawrence T. Overdorf 
will manage a branch with 
headquarters in Pittsburgh, 
for western New York state, 
Pennsylvania and West Vir- 
ginia. 





Mathias Klein Appoints 
New Representatives 


Mathias Klein & Sons, 3200 
Belmont Ave., Chicago, IIl., 
manufacturer of electricians’ 
tools and equipment, has 
added new representatives 
and realigned territories. 

Arnold L. Moore, Atlanta, 
Ga., will represent the firm 
in the South and Southwest, 
and Charles F. Castino, Chi- 
cago, was named for the 
Chicago area. W. J. McAmis, 
Chicago, has been appointed 
to the North Central states, 
and George W. Kidd, St. 
Louis, will cover the Central 
states. 
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Superior 
Selling Features 
in America’s 
Finest Hose! 


WITH A 10-YEAR GUARANTEE 












100% 


1007" Garden Hose 


he 


Ae 
“G i \ 
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Rp Rifunp 
<coa oO OF 
a Gemeted by = 
Good Housekeeping 
2 SS 
as anveanstn WE es peer Pome 





ag oy pp oy le 
the life of the hese. 





Lighter! Better! Stronger! 


@ Made of pure tough plastic (no scrap) 

@ Absorbs no moisture, assuring longer life 

@ Not affected by hot or cold weather 

@ Will outwear rubber and scrap plastic hose 
@ Resists scuffing, cracking, peeling, grease, oil 
@ Can be twisted without kinking 


@ Made to withstand city water pressure 





AVAILABLE IN TWO |. 
CONVENIENT PACKAGES 
Each length mounted on attractive 
display card .. 

OR each length individually boxed for 
easier handling in reshipping 
Twelve 50 ft. lengths; Twenty-four 25 ft. lengths; 
Eight 75 ft. lengths to 100 ibs. All sizes packed 
six lengths per corrugated carton. 











BRIGHT GARDEN GREEN OR CRIMSON RED 


Free newspaper mats 
end mailing enclosures upon request. 


Distributed by Better Wholesalers 


PLYMOUTH RUBBER COMPANY, Inc. 


Originators of Plastic Garden Hose 





Canton, Mass. 
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Toledo Pipe Threading Machine Names 
Three to Sales; Celebrates 50 Years 


Harry C. Cochran, Harold the tool. 
W. Sabin and James L. Emch Frank Collins, Henry Thomp- 
have been appointed sales son, 


Charles 








HAROLD W. SABIN 


representatives for Toledo 
Pipe Threading Machine Co., 
1425 Summit St., Toledo, 
Ohio, which is this year cele- 
brating its 50th anniversary. 

Mr. Cochran, who replaces 
Clifton E. Brokaw, will cover 
Texas, Oklahoma, Louisiana 
and Arkansas, with head- 
quarters in Houston. Mr. 
Sabin, from headquarters in 
Seattle, has been named for 
Washington, Oregon, Mon- 
tana, Idaho, Utah, Wyoming 
and Vancouver and Victoria, 
B. C. Mr. Emch covers Mis- 
souri, Kansas, Colorado, Ne- 
braska, the Dakotas, Iowa, 
and Cheyenne and Casper, 
Wyoming, from headquarter 
in Kansas City. 

The 50-year story of Toledo 
Pipe Threading Machine Co. 
is told in a brochure which 
has recently been distributed. 

William W. Vosper, chair- 
man of the board, 50 years 
ago invented a4 pipe tool em- 
ploying the receding die prin- 
ciple, which reduced friction 
and made it easier to operate 
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JAMES L. EMCH 


A. R. Demory to form the 
company and set up opera- 
tions. The first section of the 
present-day plant was erected 
in 1914. 


Officers and directors of 


News of the Trade 


He was joined by 


Carroll, and 





Toledo Pipe Threading Ma- 
chine Co. are: W. W. Vosper, 
chairman; Durban A. Long- 
enecker, president and trea- 
surer; Howard A. Mikesell, 
vice-president, secretary and 
sales manager; Ralph W. 
Vosper, vice-president, and 
Clarence A. Popp, eastern 
manager of sales. 





Mother's Day Promotion 
Offers Official Poster 


Merchandising aids for 
Mother’s Day, to be held this 
year on May 11th, will again 
feature an official Mother’s 
Day poster, lithographed in 
six colors and with the 
theme, “There’s nobody like 
your Mom!” 

The poster is available to 
retailers everywhere in a 
variety of sizes and shapes. 
Other display material avail- 
able is described in a free, 
colorful broadside that can 
be obtained from the Na- 
tional Committee on the Ob- 
servance of Mother’s Day, 
393 Seventh Ave., New York, 
nN. 


Perfection Appointments 
To Sales and Directorate 


William B. Gathings has 
been named manager of the 
Jersey City, N. J., sales dis- 
trict of Perfection Stove Co., 
7609 Platt Ave., Cleveland 4, 
Ohio. He replaces H. C. 
Erhard, who has returned to 
Cleveland to be special assis- 
ant to C. H. Foulds, vice- 
president and director of con- 
tract sales. 

Glen Crowner has been 
named to Perfection’s fur- 
nace division as sales repre- 
sentative in the Chicago area, 
and C. Ivar Peterson has 
been named to travel south- 
ern California and western 
Nevada. 

Perfection Stove Co. has 
also added three new mem- 
bers to the board of directors. 
New members are: J. H. Ras- 
mussen, vice-president and 
director of appliance sales; 
William H. Haag, vice-presi- 
dent in charge of manufac- 
turing, and James A. Sebold, 
with the firm of Neergaard 
Miller & Co. 








Pennsylvania 


ware Co., both of Watertown. 

Victor C. Diehm, of Hazle- 
ton, Pa., operator of three 
radio stations, was the after 
dinner speaker. Following a 
number of humorous stories, 
he closed with a plea for at- 
tention to obligations as 
citizens and warned of the 
influx of communism. 

John H. Stauffer, Herr & 


Wholesalers Weigh Regional Meetings 


(Continued from page 157) 


Co., Lancaster, continues as 
president. Elmer E. Stein- 
brunn, Pottsville Supply Co., 
Pottsville, and Warren Gei- 
singer, M. S. Young & Co., 
Allentown, are first and sec- 
ond vice presidents. James G. 
Krause, Geo. Krause Hard- 
ware Co., Lebanon, is secre- 
tary and treasurer. Robert 
J. Glock, Swank Hardware 


Co., Johnstown, is chairman 
of the executive committee. 
Other members of the execu- 
tive committee are the 
officers and Denton L. 
Wright, P. A. & S. Small 
Co., York; H. C. Hopkins, 
Reilly Bros. & Raub, Lan- 
caster; and A. J. Schelly, 
C. Y. Schelly & Bro., Inc., 
Allentown. 





Members and guests at the 52nd annual spring banquet of the Pennsylvania Wholesale 


Hardware & Supply Association. 
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BRIGHT METAL 





Here’s the biggest housewares news in years! 
This beautiful counter display in rich wood 





00 
grain finish is yours absolutely free with the You Pay 16.2 

attractive No. 811 two dozen assortment of Your Profit Iame:# NU-TOP NO. 811 ASSORTMENT 
NU-TOP Stove Pads. Now you can stock a our Mawr [cat.no] sue | oescemnon | $4080 | sora 
maximum number of sizes and patterns at a eo ee es 
minimum cost. Included are the popular 17” oe Pony pee 
x 1% and 14” x 17” sizes in four fast-selling Or | 207-17 | 17219" | Blonomtime | 100 | 3.00 | 
patterns in a price range that appeals to mex. | 381-14 | 14x17" | Blossom Time | | 240 
every budget. Ye Dex, | 1A-17 | 17219.) Colony __ 3% _ | 298! 
fede | vase [rernir | colony [ss tas | 
a / C 5815 KINSMAN ROAD % Des 1-17 17" 219" | Bright Meret | 4s | Ms 
he METALOID Coe. cievetano «, onto Naor. | 104 | t4"m 17" | Oright Manel so | (130 
TOTAL $24.00 





Modocoll is America’s quality wallpaper 
paste. It doesn’t stain even the finest 
wallpaper . . . keeps no matter what 
the weather .. . holds tighter . . . stays 
longer . . . stretches further. Modocoll 
is all paste! 

Contact your local distributor or . . . 


NU PASTE 
ADHESIVE CORP. 


1026 Third Ave., N. Y. 22 
TEmpleton 8-4770 
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| Need a Special Kind x 








Marking Crayon? 


Tell us your problem—we’re used 
to solving every kind! 

STAONAL® marking and checking 
crayons are waterproof or washable, 
permanent, semi-permanent or,fugitive, 
as required. Black, white or colors. All 
laboratory checked for top perform- 
ance. All absolutely gritless. 






marking crayons 


CARPENTERS’ CHALK—for marking chalk 

lines, patterns, etc. White, red or blue. 

RAILROAD CRAYON-—(for railroad yard and 

machine shop operations. White or blue. 

COMPOSITION METAL WORKERS’ CRAYON 
heat-resistant, gritless. 4 sizes. 

WHITE CHALK CRAYON—144 tapered sticks 

in cardboard box. 

LUMP CHALK (in cakes)—superior to the 

crude form. White only. 

BINNEY & SMITH CO. 

41 E. 42nd Street, New York 17, N. Y. 


SEND TODAY 
for illustrated 
salesman’'s price 
sheet and catalog 
to Dept. THA 







169 





























when you're selling tackle 


a Tackle Salesman 
can net you most 






Your H-I man sells fishing tackle, and nothing else. 
Tackle is not “just another line” for him—it's his busi- 
ness. Doesn‘t it make sense, then, to rely on him for 
selling advice, help in selection of the tackle that sells 
best in your area, and for display and merchandising 
ideas ? ; 





He has sound backing, too. He can show you the larg- 
est line of fishing tackle in the world— 29,000 items 
that include tackle for every fisherman and every kind - 
of fishing. He—and you—are backed by the industry's 
outstanding national advertising ...a tie-in merchan- 
dising program that’s easy, economical and effective. 





Let your H-| man—and the value-packed H-I line— 
build your tackle volume this year. See him soon—or 


write us direct for his name. 


<I BOTSON 


UTICA, N.Y. 


Manufacturers of the Largest Line of Fishing Tackle in the World 
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News of the Trade 


HARDWARE BRIEFS 




















brook Hardware Co., Sunrise 
Hghwy., Bellmore, by a fire 
of undetermined cause. An- 


Arkansas 
W. F. Fulcher has pur- 





chased Fulcher Hardware, : ee ve 
Carlisle, from his _ brother, ap tairiad is the owner of 
Wayne Fulcher. : , 
lowa Pennsylvania 
’, bf y 
Clarence Gonnermen has Cohn’s, Inc., Wyoming & 


Hemlock St., Hazleton, has 
taken over two adjoining 
store rooms to double its size. 
The 60-year old firm is headed 
by Harry Cohn. 


purchased half interest in 
La Porte City Hardware Co., 
La Porte City, and is now a 
partner with his father, An- 
drew Gonnerman. 








South Dakota 


Rome Hardware was Lawrence Pommer has pur- 
opened in Blue Earth re- chased the C. G. Pierson 
cently. The business is oper- hardware store, Willow Lake, 


ated by Fred Rome and his from Mr. Pierson, who has 
‘sons Bruce, Al and Bob. retired for reasons of health. 


Minnesota 





Vince Thorstad has pur- Texas 
chased Larson Hardware, Martin’s Hardware, Over- 
Storden, and has taken over ton, was opened recently by 
management of the _ store. H. A. Martin, owner. 
Larson Hardware has been 
in operation for 35 years. 





Christie’s Hardware, 1003 
15th St., Plano, has been pur- 
New York chased by J. L. Murrell, and 

Damage estimated at $325,- the firm name was changed 
000 was done to Meadow- to Murrell’s Hardware. 











Paul Gilman Advanced ment. In his new post, he 
will work with division man- 


By Olin Electrical Div. agers and field men on the 


Paul E. Gilman has been gales of Olin flashlight, hear- 
appointed assistant field sales ing aid and radio batteries, 
manager of the electrical di- and flashlights. 
vision of Olin Industries, Inc., 

New Haven, Conn. 
Mr. Gilman joined the sales Mastic Tile Advances 


staff of Olin’s Bond Electric . 

Corp. in 1933, and in 1943 Resnikoff, a 
was appointed sales super- Carl Resnikoff has been 
visor, which position he has appointed vice - president in 


held until his latest appoint- charge of sales of Mastic 
Tile Corp. of America, New- 


burgh, N. Y., and Joseph G. 
Baumann has been advanced 
to sales manager of the east- 
ern division. 

Mr. Resnikoff, formerly 
general sales manager, has 
been with Mastic Tile Corp. 
since 1947, at which time he 
was sales representative for 
the metropolitan New York 
area. Prior to that, he was 
sales manager for Ajax 
Floor Products. 

Mr. Baumann joined the 
firm in 1949, and has.served 
in the capacity of assistant 
sales manager. 








PAUL E. GILMAN 
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Capturing the Great 
American Vote... 


BWH’'S PLASTIC 
GARDEN HOSES 


vote FOR ONE 


BWH GARDEN HOSE 

















When it comes to candidates for garden hose favorites, 
Veri-Lite and Lawn-Lite are sure bets to carry both parties! 





















VERI-LITE 


Here’s the plastic gar- 
den hose that knows 
no peer. Toughest and 
longest-lasting in the 
business... yetsolight, 
so easy-handling that 
watering is no longer 
a burden even for the 
lady of the house. Made 
in three bright sales- 
styled colors: red, yel- 
low and green. Wins 
the nomination hands- 
down on the “premi- 
um line ticket!” 


LAWN-LITE (pe 


Whenitcomes to econ- ¥O HANDLE 


omy, BWH’s great new 
Lawn - Lite has already 
proven itself to be the 
fastest vote-getter of 
all. Made by the same 
high regard for quality 
as Veri-Lite... by the 
same craftsmen in the 
same factory... Lawn- 
Lite is running (fast!) 
on a lower-the-budget 
platform. 


FOR STEADY PROFITS, 
DON’T IGNORE THESE 
BWH NOZZLES —solidly made of fine brass, built-in shut- 
off control. An easy twist gives stream, shower or mist. 


BWH WASHERS— resist harden- 
ing and cracking, fit all couplings 
Guard water pressure. 


..- And there’s a full line of other BWH rubber hose for special gardening 
needs, for use from bungalow strips to estates. 
Distributors in all Principal Cities 


(%) Boston Woven Hose 
wed & RUBBER COMPANY 
2vootones 
Warehouse Stock: 11] N. Canal St., Chicago, Iilinois 
PLANT: Cambridge, Mass. * P.O. Box 1071, Boston 3, Mass., U.S.A. 
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@ This new colorful window and store display will 
exhibit WOODRUFF Lawn Seed and related prod- 
ucts in the windows and stores of WOODRUFF 
dealers throughout the nation this season. 


These four booklets give the customers of WOOD- 
RUFF dealers ample information about lawns and 
help mightily to sell WOODRUFF Lawn Seed and 
related products, 


Millions of Lawn Seed users all over America will 
read about WOODRUFF products and WOOD- 
RUFF dealers in National magazines. 


Write today for the WOODRUFF dealership pro- 
spectus — it will tell you more about increasing your 
lawn seed sales. 
























fF. H. WOODRUFF & SONS,-INC. 
Milford, Conn. Toledo, Ohio 
Bellerose, §. 1. Atlanta Sacramento 





| F. H. WOODRUFF & SONS, INC. | 
| MILFORD, CONNECTICUT | 





Please Send Woodruff Dealership 
Prospectus 





Street. 








Name. : 


















There's Nothing 
“Old Hat" 
About Us! 


SOUTHERN 


WwooD 
SCREWS 


(Slotted or Phillips Heads) 





keep ahead of the industry 


Everything at Southern is completely up to the minute. 
Southern wood screws are made in a thoroughly modern 
plant, of the finest materials available, with the very latest 
types of machinery. But that’s not all! 


Our production engineers have developed a unique in- 
spection routine that assures perfect uniformity in every 
box of wood screws that leaves our factory . . . an ex- 
clusive Southern service to you. And our packaging people 
were the first to pack bulk screws in sealed cans for your 
protection and convenience. 


Yes . . . you can look to Southern for progressive planning 
and manufacturing. For we believe in keeping ahead of 
our industry, in order to provide you with the very best 
wood screws that current conditions make it possible to 
produce. 


Write today for the Southern catalogue. 
FACTORY WAREHOUSES 


325 West Ohio Street 
Chicago 10, Illinois 


4100 Dell Avenue 

North Bergen, N. J. 
280 Decatur S.E. 
Atlanta, Georgia 


SOUTHERN 


SCREW COMPANY 
104 RICKERT STREET 
STATESVILLE, NORTH CAROLINA 


© © © @ @ © 
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News of the Trade 











| NEWS OF 
- MANUFACTURERS’ AGENTS 








Wrentham Co., 12 Whiting 
St., New Haven, Conn., has 
been appointed New England 
sales representatives of Day- 
ton Pump & Mfg. Co., Day- 
ton, Ohio. The firm will 
handle all Rapidayton elec- 
tric water systems and water 
softeners in the six New 
England states. 


| Keen Markey Forms New 
| Manufacturers’ Agency 
Keen Markey has an- 
nounced plans to enter busi- 
ness for himself as a manu- 
facturers’ representative. He 





W. J. McSherry Forms 
Manufacturers’ Agency 


William J. McSherry & Co., 
Chagrin Falls, Ohio, is a 
newly formed manufacturers’ 
agency. The firm is headed 
by William J. McSherry, 
formerly general sales man- 
ager of David Round & Son. 

The company will repre- 
sent David Round & Son, 
Cleveland, Ohio, Nixdorff- 
Krein Mfg. Co., St. Louis, 
has resigned from O. Ames Mo, Jackson Mfg. Co., Mont- 
Co., formerly Ames Baldwin gomery, Ala., and Anderson 
Wyoming Co., Parkersburg, 
W. Va., having served the 
| firm for about 25 years in 
| the capacity of sales man- 
| ager in New England and 

New York state. 
| Mr. Markey plans to asso- 
| ciate himself with manufac- 
| 





KEEN MARKEY 





| turers in the hardware, mill 
supply and contractor equip- # 
| ment lines, covering New 
England. He is a vice-presi- en 
dent of the Yankee Hard- % 
waremen’s Club of New % 
England, a charter member 
| and member of the board of —~ 
directors of the Eastern 
| Hardware Golf Association, WILLIAM J. McSHERRY 
| and an associate member of 
the New England Hardware Corp., Worcester, Mass., in 
Association. Ohio, Michigan, and western 
He has been appointed to Pennsylvania. 
represent Jackson Mfg. Co., 
Harrisburg, Pa. Mr. Markey 
is located at 92 West St., Surtoc Opens New Sales 
Brockton, Mass. Management Service 


J. P. Surtoc, formerly dis- 
Camillus Cutlery Co., Ca- trict sales supervisor of 
millus, N. Y., has avpointed Finishes Division of E. 
Curtis R. Nase. 2279 Harwood du Pont de Nemours & Co., 
Ave.. Upper Darby, Pa., to has established a sales man- 
handle the sales of house- agement service at 320 Fifth 
hold cutlery and Cameco Ave., New York 1, N. Y. 
pocket knives in parts of The organization handles 
New Jersey and Pennsyl- the management of sales and 
vania. Delaware, Maryland, salesmen, and promotes the 














and Washington, D. C. distribution of consumer 
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News of the Trade 











NEWS OF 


MANUFACTURERS’ AGENTS 








packaged goods in the metro- 
politan area, specializing the 
hardware and other related 





J. P. SURTOC 


fields. It also acts as a sales 
agent for a number of manu- 
facturers. 





Howard Dustless - Duster 
Co., 80 Freeport St., Dor- 
chester 22, Mass., has ap- 
pointed the following manu- 
facturers’ agents to handle 
the firm’s line of mops and 
dusters: 

W. E. Bergstrom Sales Co., 
623 Mining Exchange Bldg., 
Denver, Colo., was named in 
the Rocky Mountain states, 
exclusive of janitor supply 
in Wyoming, Montana and 
eastern Idaho, and DeJong 
Sales Co., 712 S. Olive St., 
Los Angeles, Calif., will cover 
southern California, exclu- 
sive of janitor supply. R. C. 
Moore Co., 4710 Crenshaw 
Blvd., Los Angeles 43, Calif., 
will handle janitor supply in 
southern California. 

H. M. Kimmell, 6938 Ver- 
non Rd., Dearborn, Mich., 
has been named for Michigan 
and Indiana; Julian Stark, 
1150 Broadway, New York 1, 
N. Y., will cover metropolitan 
New York and New Jersey, 
and Harvey D. Woodware & 
Co., Merchandise Mart, 2201 
Grand Ave., Kansas City, 


Mo. will handle Kansas, Ne- 


braska, Missouri and Iowa. 

A. Thomas Campbell, 345 N. 
Wheeler St., St. Paul 4, 
Minn., will cover Minnesota, 
all trade, and the Dakotas, 
excluding janitor supply. 
Howard Courier, Woodstock, 
Ill., has been named for Wis- 
consin and most of Illinois, 
excluding janitor supply, and 
W. H. Durham & Associates, 
Santa Fe Bldg., Dallas 2, 
Tex., will cover Texas, Okla- 
homa, Arkansas and Lou- 
isiana, all trade. 





Bert C. Strom Joins 
Rod La Belle Company 


Bert C. Strom has joined 
forces with Rod La Belle Co., 
manufacturers’ representa- 
tives, 623 Plymouth Bldg., 
Minneapolis 3, Minn. 

Mr. Strom, with tempo- 
rary offices at 1240 Burling- 
ton, North Kansas City, Mo., 
will specialize in the promo- 
tion of R-V-Lite, Slaymaker 





BERT C. STROM 


locks, Burns cutlery, and 
Shox-Stok fence controls. He 
was formerly connected with 
United States Rubber Co., 
Industrial Division. 








Ox Fibre Installs New 
Kiln for Drying Lumber 
Ox Fibre Brush Co., Fred- 
erick, Md., has recently put 
into operation its new Moore 
Cross-Circulation Dry Kiln 
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for seasoning lumber. The 
new kiln, designed to season 
lumber in a fraction of the 
time formerly required for 
open-air drying, has recently 
been installed at the Ox Fibre 
plant. 
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can fill all your customers’ needs 


DEEP AND SHALL 


WELL JET SYSTEMS 


Your Best Bet is 
a Peerless Jet, 


@ CAPACITY 


Up to 7500 Gals. Per Hr. 


@ PRESSURE 


Up to 40 Ibs. or More 


@ LIFT 


Up to 170 Feet from 


2” Wells and Larg 


@ MOTOR 
Y4-3H.P. 


THE Water 


Mfd. under R. Moineau’s patents. 


PEERLESS LINE 


FROM THE COMPLETE 
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King, 
















Robbins & Myers Inc. Sole U.S.A. t 
and Canadian Licensee. | . Pid 
Exclusively for Suction Lifts— S 3 
Shallow Wells, Cisterns VF 4 
e CAPACITY . 
275 to 860 Gals. Per Hr. “ 
@ PRESSURE § 
Up to 40 Lbs. or More Ae 
e LIFT ¢ 
Up to 20 Feet % ~ 
@ MOTOR cf 


YW, V3 and V2 H.P. 





THE MODEL H UNIT 


Mfd. under R. Moinea 
Robbins & Myers Inc, 
and Canadian Licensee. 


Everything in a Package 


e@ CAPACITY 


275 to 430 Gals. Per Hr. 


@ PRESSURE 


Up to 40 Lbs. or More | 


e@ LIFT 
Up to 20 Feet 


@ MOTOR 
V4 HP. 


RECIPROCATING 


Deep Well Pumping Economy! 


@ CAPACITY 


200 to 1900 Gals. Per Hr. 


@ PRESSURE 


Up to 40 Lbs. or More 


eo LIFT 


From 25 to 1000 Feet ‘ 


@ MOTOR 
¥3-3H.P. 


PEERL 


Factories: Los Angeles, California . 


Offices: New York 




























u’s patents. 
Sole U.S.A. 































PUMP 




























Write for full details today. 


ESS PUMP DIVISION 
FOOD MACHINERY AND CHEMICAL CORPORATION 
Indianapolis, Indiana 
Los Angeles; 
St. Lovis; Phoenix; Plainview, Lubbock, Texas; Albuquerque, New Mexico 


; Atlanta; Dallas; Fresno; Chicago; 
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E Z Paintr Forms New 


Corporation as West 


Coast Plant Opens; Names Representatives 


A new paint roller factory 
and warehouse for E Z 
Paintr Corp., Butler, Wis., 
has been opened, known as 
E Z Paintr Corp. of Cali- 
fornia. At the same time, the 
appointments of M. P. 
Phillips and James Cussen as 
representatives for the firm 
were announced. 

The West Coast plant, now 
in production, is located at 
319 E. Fourth St., Los Ange- 
les. This expansion will per- 
mit prompt shipment of paint 
rollers in the 12 western 
states, allowing the main 
plant in Butler to better sup- 
ply the East and Midwest. 

Officers of the new corpor- 
ation are: V. T. Touchett, 


chairman of the board; A. F. 
Wheeler, president; R. L. 
Touchett, vice-president and 
treasurer; Howard L. Sar- 
gent, vice-president and as- 
sistant treasurer, and Her- 
bert L. Stern, Jr., secretary. 
John Pharris, vice-president 
in charge of production and 
research from the home office, 
will supervise production in 
Los Angeles. 

Mr. Phillips will represent 
E Z Paintr’s line of paint 
rollers and allied products in 
New York, Pennsylvania, 
New Jersey, Maryland and 
Delaware. Mr. Cussen has 
been appointed to Michigan, 
excluding the peninsula. 








Stiglitz Changes Name; 
Appoints Vice-President 


Coincident with the an- 
nouncement of Stanley C. 
Bernhardt as vice-president, 





STANLEY C. BERNHARDT 


Stiglitz Furnace & Foundry 
Co., Louisville, Ky., has an- 
nounced a change in the cor- 
porate name, effective at 
once. The firm will hence- 
forth be known as The Stig- 
litz Corp. 





Ekco Products Co. Names 
Four; Realigns Areas 


Four new appointments to 
the housewares sales staff 
of Ekco Products Co., 1949 
N. Cicero Ave., Chicago, IIl., 
have been announced, and 
two territorial split-ups have 
been made. 

The firm’s Kansas City ter- 
ritory has been divided into 
two territories assigned to 
John Landers, working out 
of Kansas City, and Don 
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Gamble, Oklahoma City, 
Okla. Mr. Landers was for- 
merly a manufacturer’s 
agent, and Mr. Gamble was 
a regional salesman for S. C. 
Johnson & Co. 
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New Orleans, formerly 
handled by Ekco’s Memphis 
representative, has been set 
up as a separate sales terri- 
tory with Dan Smith the 
newly appointed representa- 
tive. Mr. Smith had for- 
merly represented several 
housewares lines as a manu- 
facturers’ agent. 

Milt Parks, formerly a 
member of Ekco’s Los An- 
geles sales force, was pro- 
moted to district representa- 
tive in the Dallas, Tex., area. 





Avco Division Renamed 
American Kitchens 


Avco Mfg. Corp., has re- 
cently changed the name of 
its Connersville, Ind., di- 
vision from American Cen- 
tral Division to American 
Kitchens Division. The change 
was made to obtain better 
identification between di- 
vision name and_ division 
products, and in no way 
affects corporate structure, 
management, organization, 
personnel or operations. 


Distribution Manager 
Of Ben-Hur Mfg. Co. 


Ralph Zickert has been ap- 
pointed distribution manager 
of Ben-Hur Mfg. Co., 634 E. 
Keefe, Milwaukee, Wis. 








RALPH ZICKERT 


Mr. Zickert had formerly 
been district manager in the 





midwestern area for six SER 
years. In his new post, he — for 
will work as assistant to the des 
Ben-Hur sales manager, R. C. me 


Graves. 








Predicts Business Increase, Few Shortages 


manager of the Portland 
branch credit department. 
The 1952 advertising pro- 
gram was presented by Emel 
Pearson, advertising and 
sales promotion manager of 
the Portland branch. A\l- 
though some increase in sales 
is expected by Mr. Pearson, 





Members of the planning board of Marshall-Wells stores attending the 24th anniversary 
Marshall-Wells Stores Congress, held Feb. 25-27, are, left to right: C. L. Kelley, Nelson- 


Kelley Hardware, 


(Continued from page 157) 


he said that aggressive ad- 
vertising and promotion 
would be needed by dealers 
to sell above the ever increas- 
ing expenses of operation. 
F. A. Burgett, stores divi- 
sion manager of the Portland 
branch, was chairman of the 
three-day meeting, and was 


Portland; Cliff Fish, Gresham Hardware, 
Blessing, Blessing Hardware, Portland; John Lockwood, Lockwood Hardware, Lebanon, 
Ore.; T. L. Kimball, Kimball Hardware, Ocean Lake, Ore.; Eldon Scripter, Scripter & 
McKeever Hardware, Ashland, Ore.; Bob Hughes, Hughes Hardware, Cathlamet, Wash.: 
Alvin Hill, Hills & Holderman Hardware, Ontario, Ore.; Don Solberg, Don Solberg 


in charge of all stage presen- 
tations, dinners and arrange- 
ments. 

The meeting was climaxed 
by a banquet and dance in 
the Florentine Room of the 
Columbia Athletic Club, at- 
tended by more than 500 per- 
sons. 





Ore.; Wesley 


Gresham, 





Hardware, Kennewick, Wash., and Henry Chezem, Henry Chezem Hardware, Bend, Ore. 
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GOLDBLATT 


Mason Tools 









Give You... 











—“ ONE SOURCE FOR 
—z ALL NEEDS — Buy all your 





nc 


masonry tools from 

Goldblatt — one order, 

one shipment, one billing. 

Easy, convenient. 

ATTRACTIVE DEALER 
DISCOUNTS — Goldblatt sells 
direct to dealers — is able to 
offer attractive dealer discounts. 











ee 


* Greater Profits ° Faster Turnover 
* Satisfied Customers °* Repeat Sales 





















mn 




















SEND TODAY FOR THE 1952 CATALOG — Write 
for your copy of Goldblatt’s illustrated catalog 
ell EEE 
describing the most complete line of the finest 
masonry tools and equipment. 


Goldblatt Tool Co. 


1920 Walnut St. Kansas City 8, Mo. 









FIRST CHOICE OF THE TRADE FOR 65 YEARS 
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People buy WHITNEY’S 5:2; LAWN seED 
because it grows the kind of lawns 




















SELF - PROPELLED 
WEED CUTTERS 
| and LAWN MOWERS 


‘LOOK... fcr 


continued restric- 

| tions for manu- 
| facturers of ALL 
| products. 


LOOK...+. 


| 

| your inventory now, and be sure you can supply the BIG 
| DEMAND in ‘52! Remember —"NO MATTER HOW 
| THEY CUT IT—MOZ-ALL—CAN DO IT BETTER! !" 


| CONTACT YOUR JOBBER or WRITE FOR INFORMATION TO: 
| 


|  Wind-King Electric Mf'g Co., Merrill, lowa, U. S. A. 










@ People come back season after 
season to buy the quality lawn 
seed that grows beautiful, long- 
lasting lawns — WHITNEY ’S. 
Transparent packages show off 
the clean, high germination seed 
blends to your customers. Power- 
ful national advertising will tie 
in with your displays. You'll make 
steady profits with the steady 
sales the WHITNEY SEED line 
will bring you! 

























WRITE FOR FREE dealer aids and price lists — today! 






WHITNEY SEED COMPANY, INC., Buffalo 5, N. Y. 





os 
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GILBERT 
‘PLASTIC BOXES 


PARTS 
FISHING 
STAMPS 
NOTIONS 
HOBBIES . 

_ HARDWARE 
TOOLS 
BUTTONS 
JEWELRY 
HAIR: PINS 
TONETRIES 
SEWING 
NAILS 
COINS 
SUPPLIES 

| PAPER CLIPS. 

 BLASTICS. 


"FIRST AID ~ 
{ Kits 


GILBERT 





For Every 
Purpose! 


These transparent 
plastic utility boxes 
sell on sight! Your 
customers can use 
them for keeping 
small items neatly 
stored . . . easily 
identified. Available - 

_ in 6 sizes with a 
choice of 24 com- 
partment designs. 
Write for samples 
and prices today! 

. Specialists in plastic 

_ packaging from planning 

stage to finished package. 


PLASTICS, INC. 


¢ 1415 Chestnut Ave,, Hillside 5,N.J.~ 


or 
rubber 
tapes- 










| Michigan Representative 
For Billings & Spencer 


John C. Fremlin has been 
appointed representative for 
Billings & Spencer Co., Hart- 
ford, Conn., in the Michigan 
territory. 

Prior to his association 
with Billings & Spencer, Mr. 
Fremlin was affiliated with 

| mill supply firms in Detroit 





and Pontiac, Mich. Upon 
completion of an intensive 
| training program at the 
\firm’s home office, he will 


take up his headquarters in 
Milford, Mich. 





Dexter Lock Elected to 
Rice Leaders Group 


Dexter Lock Co., subsidi- 
ary of National Brass Co., 
Grand Rapids 2, Mich., has 
accepted an invitation to 
membership in the Rice Lead- 
| ers of the World Association. 
| Qualification for member- 
ship requires the continuous 

application of highest stand- 
ards of business ethics, in- 
cluding integrity, quality of 
product, fair dealing and ser- 
vice to consumers. 





| 





friction 
tapes 





= rte y 


ask for them by name 


SOLD ONLY THROUGH RECOGNIZED WHOLESALERS | 
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The Association, founded 
in 1912, recognizes and en- 
dorses leading manufactur- 
ers from each industry. 








Bicycle Association 
Elects Officers 


(Continued from page 156) 
tional Bicycle Dealers Asso- 
ciation were: chairman of 
the board, Arthur A. Roths- 
child, NBDAA, and president 
Tom Sayler, NBDAA. Presi- 
dents of the following chap- 
ters were: New York, Ben 
Wein; Philadelphia, Jerry 
Casale, and Southern Cali- 
fornia, Z. P. Gilmore. 

Public Relations Commit- 
tee for 1952 includes Messrs. 
Van Valkenburg, Moller, and 
Stoeffhaas; Chester Mor- 
ledge, B. F. Goodrich Co.; 
Richard Timms, Troxel Mfg. 
Co.; and N. R. Clarke, West- 
field Mfg. Co. 








Slaymaker Names Adams 


William A. Adams _ has 
been appointed sales statis- 
tician and sales correspondent 
of Slaymaker Lock Co., Lan- 
caster, Pa. 














| Members of the Denver Pot & 


discuss plans for the coming 


| Associated Pot & Kettle Clubs of America, to be held June 
| 23-25 at Troutdale-In-The-Pines, Evergreen, Colo. The Den- 
ver club, hosts at the coming convention, have mailed piggy 
| banks to Pot & Kettle Club members, with the theme, “Save 
Your Dimes for Troutdale-In-The-Pines”’. 
Solen, manufacturers’ representative; Kenneth J. Dahm, na- 
tional president, Kenneth J. Dahm Co.; Allen B. Carpenter, 
| Allen B. Carpenter Co.; W. G. Cline, W. G. Cline Co.; Ted 
| Conine, General Electric Supply Corp.; Harold Levine, Cen- 
tury Distributing Co.; Lou Golm, General Electric Supply 
Corp.; Leighton Medill and Malcolm Medill, both of Medill 
Sales Co.; Harold Kueker, Hassco, Inc., and F. J. Bennett, 
Aluminum Goods Mfg. Co. 
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Kettle Club met recently to 
national convention of the 
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FIFTY THOUSAND \IONDER-WANDS SOLD BY ONE JOBBER 
DEALERS REPORT SELL-OUT WHEREVER USED. 

lemeumems MOVER 500 SELL-OUT NEWSPAPER PROMOTIONS IN 1951 BY 

cia LEADING DEPARTMENT STORES. OVER TEN THOUSAND WONDER—WANDS 
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lation 
e NT Ay 2) ' 
SOLD IN 19541 BY ONE LEADING DEPARTMENT STORE. 
n page 156) 
te fe DEALERS, JOBBERS AND HOUSEWARES BUYERS rue sensational saves You ExPERI- 
‘hairman 9 
ir A. Roths- ENCED IN 1951 ON WONDER-WAND WILL BE DOUBLED IN 1952 WITH TWO GREAT NEW WONDER-WANDS'! 
nd president 
DAA. Presi- NEW! Sumer Wouder-Wand WITH WONDER-FLOW CONTROL VALVE 
owing chap- TWO NEW SPRING 
k om, P Bes —— SELLERS 
hia, erry . 
then Cale The SUPER WONDER-WAND which you sold at $4.95 will now feature Bt COMFY cultivator 
lmor : the WONDER-FLOW CONTROL VALVE at no extra cost. Finger-tip control Sets oh anne y 
e. : turns the water on or off and regulates the flow of water. This exclusive WONDER- chromed steel with ‘ 
ns Commit- WAND feature will attract many new customers. It means repeat sales to old indestructible plastic 
des Messrs. WONDER-WAND users. Indestructible plastic brushhead set with DUROSTYRENE ~ egen Ley Ryne ot 
Moller, and bristles. Complete with 4’ aluminum handle, WONDER-FLOW Control Valve and hose design, quality and (/ 
ster Mor- connection. eopearence sell it C 295 
odrich Co.; on sight. 
‘Troxel Mfg. WONDER-WISK interior 
arke, West- BRUSH OF 100 USES 
= , = Brushhead converts 
to three separate 
To assure you of doubling your sales in 1952, we are offering a new . brushes thot — be 
es Adams standard WONDER-WAND model at $3.95. This new low price will attract 7 ae Revell. 
dams has even the most budget-conscious customer. At this price we are offering the same F ers report sales on 
les statis- indestructible plastic head with a new combination of natural and DUROSTYRENE : : ‘ine ss 495 
respondent bristles, 3’ aluminum handle and brass hose nut. i DER-WAND. 





; Co., Lan- WESTERN HOME PRODUCTS - ALLENDALE - NEW JERSEY 








| Water syotem Dealers! ' 
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ADVANCE HZ 





‘‘All-American’’ 








EACH MONTH eee ue 
SEE THIS i007, sip 
NATIONALLY sale-builder 
ADVERTISED 


TANK BALL 


IN LOCAL NEWSPAPERS 
FROM COAST -TO-COAST. 
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cently to ° 
: Ry J the Mr. D ealer -- are you getting your YOU'LL WIN SALES . . . BUILD GOOD WILL 
e une . 
e ° ° - SAVE YOUR PROFITS with the expanded 
h - Abs 
ee share of this lucrative business? | |q ine ADVANCE nahcinscig” sumac Ie 
e, “Save shallow wells. Streamlined ; efficient ; durable.— [a 
ight: Al Just clip this ad and mail it to office nearest you 
for complete details, plus copy of our mew 
reenter cs 20-page color catalog describing complete line. bs 
, Do it now! 
; Ted 
Com ADVANCE Pvmp Cosme 
ee THE WATERMASTER COMPANY 2531 NINTH STREET 321 MARKET STREET 
3ennett, NEW BRUNSWICK - + + NEW JERSEY Dept. H, Berkeley 10, Calif. Dept. H, Hamilton, Oble 
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George Vonnegut 


George Vonnegut, 92, form- 
erly a director of Vonnegut 
Hardware Co., Indianapolis, 
Ind., and in the hardware 
trade for more than 75 years, 
died at his home recently. 





GEORGE VONNEGUT 


Mr. Vonnegut spent his en- 
tire career in the Vonnegut 
Hardware Co., founded by his 
father, starting as a clerk 
in the store in 1872. In 1882 
he became a salesman, and in 
1884 was made a buyer. He 
advanced to sales manager 
in 1890, secretary-treasurer 
in 1898, and secretary in 
1926. In 1932 he became vice- 
president, which position he 
held until 1941. At the time 
of his retirement two years 
ago, he was a director of the 
firm. 

Mr. Vonnegut was form- 
erly a president of the In- 
dianapolis Merchants’ Asso- 
ciation, and was a director 
of the National Supply & 
Machinery Distributor’s As- 
sociation. He was a director 
of the convention bureau of 
Indianapolis, and a member 
of the HARDWARE AGE 50- 
Year Club. 

Surviving him are his 
widow, two sons, Erwin G. 
and Ralph C. Vonnegut, and 
a brother, Franklin. 


John C, Myers 


John C. Myers, 73, chair- 
man of the board of F. E. 
Myers & Bros. Co., Ashland, 
Ohio, died Mar. 1 at his home 
after a three-month illness. 

Mr. Myers has been asso- 
ciated with the firm since 
1902, serving as _ president 
since 1933. In 1929 he served 
as president of the Farm 
Equipment Institute, and to 
the time of his death re- 
mained on the executive 
committee. He was also a 
director of the Faultless 
Rubber Co. 





JOHN C. MYERS 


A daughter and three sons, 
Frances E., John C., Jr., and 
Everett M. Myers, all vice- 
presidents of the firm, sur- 
vive him. 





Joseph J. Shepter 

Joseph J. Shepter, 52, as- 
sistant to the contract sales 
manager of Sargent & Co., 
New Haven, Conn., died re- 
cently following a stroke. 

Mr. Shepter had been with 
Sargent for 35 years, joining 


the firm in 1917 as an ex- 
peditor. In 1921 he was 
assigned to the sales de- 


partment as assistant to the 
contract sales manager, and 


News of the Trade 





in this capacity figured the 
hardware requirements for 
some of the country’s largest 
buildings. In 1948 he or- 
ganized the Sargent contract 
hardware school, and served 
as the instructor of this 
school. 

His widow and two sons 
survive him. 





Lewis McMahan 


Lewis McMahan, vice- 
president and sales manager 
of Huey & Philp Hardware 
Co., wholesaler, 1900 Griffin, 
Dallas 2, Tex., died on Feb. 
20, following an illness of 
five months. 

Mr. McMahan worked for 
the Herrick Hardware Co., 
Waco, Tex., before joining 
Huey & Philp as a sales- 
man. He rose to the position 
of buyer, then to vice-presi- 
dent and sales manager 12 
years ago. 

His widow and a son, Cole- 
man, survive him. 





William J. Lord 


William James Lord, 76, 
retired hardware salesman 
for the Central Supply Co., 
Portland, Ore., died recently. 
Mr, Lord travelled for hard- 
ware firms in Oregon and 
Washington, and in some in- 
stances had sold hardware to 
three generations. 

He is survived by his 
widow and a son, Edward T. 


Lord. 





F. H. Hagenbuch 


IF, H. Hagenbuch, 76, presi- 
dent of Hooven & Allison Co., 
Xenia, Ohio, manufacturer of 
rope and cordage, died of a 
heart attack recently. Mr. 
Hagenbuch, who had been 
company president since 1949, 
became a director in 1935. 





William G. VanNess, Sr. 


William G. VanNess, Sr., 
founder and president of New 
Jersey Hardware Co., 10-12 
Bleecker St., Newark, N. Y., 
died on Feb. 20. 


Northam L. Wright 


Northam L. Wright, 55, 
treasurer of the Connecticut 
Valley Mfg. Co., Centerbrook, 
Conn., died recently of a 
heart ailment. Mr. Wright 
had been chairman of the 
Essex. Board of Finance and 
president of the Essex Na- 
tional Bank. He is survived 





NORTHAM L. WRIGHT 


by his widow, a daughter, 
and a son, Northam Dudley 
Wright. 


Walter J. Sewell 


Walter J. Sewell, 75, owner 
of Sewell Hardware, 221 E. 
Park, Butte, Mont., died re- 
cently in a Missoula hospital 
following an extended illness. 
Mr. Sewell was a former 
president and for many years 
a member of the board of 
trustees of the Montana 
Hardware Association. He is 
survived by a daughter and 
son, Walter J. Sewell, Jr. 





Jacob Haupt 


Jacob Haupt, 72, president 
of Haupt Paint & Hardware 
Co., Inc., 21-15 Astoria Blvd., 
Long Island City 2, N. Y., 
industrial and marine supply 
distributor, died recently. He 
had served in the industrial 
hardware and paint contract- 
ing business for 51 years. He 
is survived by a daughter 
and a son, Charles J. Haupt. 








OxWall Tool Appoints 
Barber Sales Manager 


OxWall Tool Co., Ltd., 928 
Broadway, New York 10, 
N. Y., has appointed Blakely 
E. Barber to the post of sales 
manager. 

Mr. Barber was formerly 
associated with Butler Bros. 
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for the past 24 years. He 
was buyer in the Scott-Burr 
and Ben Franklin Store pro- 
and when the Scott- 


gram, 
Burr Division was consoli- 
dated with Butler Bros. as 
one buying unit, he was 


placed in charge of hardware 
and paint. 


Carpenter to Represent 
Florence Stove Co. 


Richard N. Carpenter has 
recently been appointed sales 
representative for the Flor- 
ence Stove Co., 205 School 
St., Gardner, Mass., in Ver- 
mont and western Massachu- 
setts. 


Mr. Carpenter has been 
with the firm for nearly 
three years, and has served 
as a sales correspondent and 
as New England service su- 
pervisor. ‘He then became 
New England sales assistant, 
which position he held until 
his most recent appointment. 
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| HA Photo Angle 





William Frankfurth, center, president of 
Frankfurth Hardware Co., Milwaukee, helps 
Inland Steel Products Co., Milwaukee, ob- 
serve the 50th anniversary of its first order, 
given the firm by his grandfather. Repre- 
senting Inland Steel is Walter P. Schwarm, 
right, Milwaukee district sales manager, tak- 
ing the part of the salesman. Mildred Ricco, 
Frankfurth Hardware, poses at an old type- 
writer of the period. 








Shown at the Indus- 
trial Clinic, Mar. 4-6, of 
Union Hardware & 
Metal Co., 5555 Fergu- 
son Dr., Los Angeles 22, 
Calif., L. L. Horchitz, 
Los Angeles district » 
manager of B. F. Good- 
rich Co., right center, 
demonstrates a product 
for Elton Hey, indus- 
trial sales manager of 
Union Hardware. 
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a report in pictures of people and 
events in the hardware trade 














olsTRisUTOR 


B. E Goodrich 


tl propucts J 








TT 


Presenting an engraved speaker's bell and gavel to 
Elmer Ritsch, Shapleigh Hardware Co., outgoing pres- 
4 ident of St. Louis Hardware Club, is Patrick T. Gib- 

bons, sales representative of Stanley Works. Charles 


J. Heil, Seidel Mfg. 


, president-elect of the club, 
looks on. 


Merchandising officials’ of 
Hotpoint, Inc., 5600 W. Tay- 
lor St., Chicago 44, Ill, re- 
view materials for the spring 
sales campaign. Left to right; 
William C. Bartels, sales pro- 
motion manager; Lee Di An- 
gelo, assistant sales promotion 
manager, and D. D. Thomp- 
son, sales training manager. 
Materials include window dec- 
orations, mailing pieces, sales 
training aids and demonstra- 
tions. 
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The Business Outlook—Markets and Price News 


(Continued from page 14) 
were found were automatic wash- 
ing machines, aluminum saucepans 
and kettles, appliance cord sets, 
pressure canners, standard electric 
irons, kitchen knives, hand egg 
beaters, garbage pails, 17-inch table 
model television sets and low priced 
radios. 

Stocks which appeared to be am- 
ple almost everywhere included flat- 
ware, hand-type can openers, non- 
electric alarm clocks, hot plates, 
heating pads, standard gas stoves, 
mattresses, bedsprings, sofa beds 
and studio couches. 


Slight Improvement 
In Consumer Buying 


A slight improvement in con- 
sumer purchasing in the first two 
months of this year was disclosed 
by the Office of Business Economics, 
Dept. of Commerce, in a report on 
business activity for the period. It 
said that this took place despite the 
fact that individuals continued to 
save a higher-than-average propor- 
tion of current income. 

Retail sales, seasonally adjusted, 
rose slightly in January for the 
first time since October. Durable 
goods stores sales, which were up 
5 pet from December, contributed 
the largest part of the rise. 

The report said that abandon- 
ment by business of its policy of 
inventory accumulation at the end 
of last year has been a major fac- 
tor in the abatement of inflationary 
pressures. It stated that this was 
in sharp contrast to the first half 
of last year when business added 
$1 to $15 billion to inventories at 
an annual rate. 


Gas Range Shipments 


February shipments of domestic 
gas ranges amounted to approxi- 
mately 150,400 units, reported the 
Gas Appliance Manufacturers As- 
sociation. This compared with 
153,600 units in January. 
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Servel Drops Prices 
On 11 Water Heaters 


A reduction in prices of 4 to 10 
pet on Servel’s galvanized steel 
water heaters was announced March 
19 by Emil P. Nensel, sales man- 
ager of the company’s water heater 
division. He said that the reduc- 
tions were made possible because of 
the greater availability of steel at 
lower prices. 

Mr. Nensel reported that water 
heater sales in January and Febru- 
ary were ahead of the comparable 
1951 months and he predicted a fur- 
ther pick-up in the next three- 
month period, traditionally the 
heaviest volume season in the in- 
dustry because of the new home 
building starts. 

The price reduction affects 11 
models, ranging in size from 20 to 
45 gallons. Prices on Servel’s cop- 
per ball heaters have not been re- 
duced. 


G.E. Cuts Price on 
1951 Refrigerators 


A reduction in suggested list 
prices on five of its 1951 refriger- 
ator models, ranging from $30 to 
$55, was announced by General 
Electric Co. The company said re- 
frigerators on which prices were 
reduced were no longer being man- 
ufactured. The company’s 1952 
lines has been on the market for 
several months. 

While there was no explanation 
for the reduction, it was believed 
in trade circles that the action was 
taken to cut down inventories. It 
was also suggested that the move 
might reflect slow consumer de- 
mand for appliances generally. 


Prices Lowered on 
Metcoid Tool Line 


New price schedules on the Met- 
coid line of hand tools have been 
issued to the trade by Metal Engi- 
neering Co., Plano, Ill. All ship- 
ments on and after Feb. 1 are in- 
voiced at the new lower prices, 
which the company reports have 
been reduced in some cases as much 
as 20 pet. Both dealer and distribu- 
tor net prices are affected. Freight 
allowance of $1.50 is made on 100 
lbs or more, and full freight is al- 
lowed on orders amounting to $100 
or more. 


Department Store Inventories Lower; 
Ordering Has Been Sharply Curtailed 


Inventories of 296 department 
stores at the end of January 
amounted to $917 million, as against 
$929 million a month earlier and 
$994 million a year earlier, an- 
nounced the Federal Reserve Board 
recently. 

Sales were down to $293 million 
from $608 million in December and 


$337 million in January, 1951. 

Outstanding orders of the 296 
stores as of Jan. 30 were down 
sharply to $379 million from $657 
million a year ago. January new 
orders were put at $368 million, 
compared with $309 million in De- 
cember and $619 million a year 
earlier. 


Spring Sales Will Just About Equal 
Last Year's, Business Professor Predicts 


The Spring retail sales outlook 
does not look nearly as good as it 
appeared two months ago, Malcolm 
McNair, of the Harvard School of 
Business told a meeting of the ex- 
ecutive committee of the National 
Retail Dry Goods Association in 
New York. He said he had been 
“over-optimistic” in January when 
he forecast a 5 pct rise in retail 


sales over last spring. Indications 
now are, in view of economic 
changes, he said, that sales will 
rise only about 1 pct, or just “break 
even.” 

He charged that there are indi- 
cations that the government is 
holding business activity down now 
with a view to giving it a boost 
around election time. Biggest fac- 
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>> The Hardware Field 
x The Industrial Field? 





atc.y.s. Pat 


| 
is TOPS in BOTH! | 


Wood frame, square 
front tray, pneu- 
matic tire, general 
purpose barrow. 





The JACKMANCO line offers you the best 
single source of supply for both your Hard- 
ware and Industrial accounts because: 

1. The line is extensive. It includes every 

type of barrow you will need. 

2. The line is a leader. It has enjoyed a 
fine reputation for 75 years and the 
name cuts down sales resistance. 

3. Every item is quality made. This elimi- 
nates customer complaints and helps you 
get repeat orders. 

4. Every item is competitively priced—and 
your customer gets more value for his 
dollars. 

You can help yourself to greater business 

success when you capitalize on JACK- 


MANCO products. 





Jax 275 
All steel, square 
front tray. For home 
and garden. 


THE OLDEST AND LARGEST WHEELBARROW 
MAKER IN AMERICA 


JACKSON MANUFACTURING C0. 


HARRISBUR 





~ 













ys Sell the 

g power mower 
that never 

becomes obsolete! 


HURRICANE 


Satisfied customers are the backbone of any successful 
business. And that’s why the Hurricane line appeals to 
money-minded dealers. For Hurricane quality never remains 
a secret in any neighborhood. Homeowners rave about 
the way this sturdy mower slashes through tall weeds 
and wiry grass. They like its ease of handling, its 
rugged construction, its vast amount of reserve 
power for tough cutting jobs. They like the as- 
sured availability of parts and service, and that 
every new improved feature fits any 
Hurricane ever made. Yes, the 
word’s out on Hurricane . . . so 
be ready to meet the increas- 
ing demand! Find out how 
profitable it is to carry 
the line of proven qual- 
ity ... Hurricane! 








Two 
Easy-to-Sell 
Models 


THE HURRICANE_. big, rugged rotary mower that takes heavy 
cutting jobs in its stride. No clutch or gear to adjust . . . just move it 
along and knock a 20-inch swath through the toughest tangles of 


weeds or grass. 









HURRICANE JUNIOR — here’s concen- 
trated cutting power for the small city 
lawn. A compact, lighter replica of the 
big Hurricane. 

















WHY CUSTOMERS ‘PREFER HURRICANE 


@ 4-cycle, air-cooled 2 h.p. @ Malleable aluminum 
gasoline engine — “over- carriage 

* powered” for assured per- —@ Ball-bearing wheels (punc- 
formance ture-proof tires) 

@ Automatic governor for 4. Tempered steel fan-tip ro- 
constant s tary blade 


@ Full-floati fricti 
itive a e Adjustable cutting height 
e Rust-proof, silver-plated © Turning crutch for greater 


drive shaft maneuverability 


ORDER NOW Be Ready |. USE THIS’ COUPO! 
to Meet the Demand for | ~ ~** Ga} Obdatid dd BALA Ye 


this Fast-Selling, Big- 














Profit Power Mower! r———————-------- 1 
| National Metal Products Co., Inc. | 
Dept. H-8 

NOTICE TO JOBBERS: | 2752 Cherry Street | 
A few choice territories | Kansas City 8, Mo. | 
-— open. You may | 1 want to meet customer demand for | 

qualify—write for infor- Hurricanes. Rush me complete outline of 
maten. | this year’s selling plans. | 
| Name - , | 
NATIONAL METAL | address | 
PRODUCTS COMPANY |! City | 
2722 Cherry Street | State ; 


Kansas City 8, Mo. 
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The same QUALITY for which 
Buch Barrows are famous is built 
into every Buch Water Ballast Roll- 
er, too. These rollers feature rug- 
ged, heavy gauge steel construction 

. assure maximum protection 
against dents and leakage. Friction 
drag is practically eliminated be- 
cause drums revolve smoothly on 
roller bearings. Hardwood handle 
grips are lathed to fit the hand and 
sturdy, channel steel handles won't 
“give” or bend ... keep scrapers in 
perfect alignment with drums. They 
provide a complete work range 
from small lawns up to estates and 
parks. Like all Buch products, the 
Water Ballast Rollers carry on the 
Buch reputation for quality con- 
struction. You'll find that Buch 
quality builds more customer con- 
fidence . . . more customer accept- 
ance... for bigger sales. 


The Quality of a Buch Roller 
Is Always Higher than Its Price 


Loa 
auf ea 






































BUCH MANUFACTURING CO. 


ELIZABETHTOWN, PENNSYLVANIA 











tor in the present economic picture, 
he stated, is a slackening off of 


| consumer spending and that the 


rate of consumer saving is as high 
now as in the fourth quarter of 
1951. Volume of retail trade, the 
economist added, has also been af- 


| fected by increasing unemploymen: 











and a slight drop in consumer in- 


come. 






Sees Little Likelihood 
Of Recession Soon 


There seems to be little prospect 
of serious over-all recession in 1952 
or 1953, “while the defense pro- 
gram continues to expand,” the 
Federal Reserve Bank of New York 
states in its annual report for 1951. 
“But the fear, so widespread a year 
ago, that inflation may undermine 
our efforts cannot yet be dis- 
missed,” it also warns. 

“While the defense program con- 
tinues to expand, there will be an 
ever-present risk of inflation, the 
main counter-weight being the be- 
havior of consumer savings, than 
which nothing is less predictable,” 
the bank says. It also points to a 
substantial cash deficit in the na- 
tional budget during the last half 
of this year as another potential 
inflationary force. 


Sales Off in March 


For Department Stores 


Department store sales in the 
week ended March 8 dropped 16 pct 
under the same week last year, re- 
ported the Federal Reserve Board. 
Sales were off 12 pct for the four 
weeks ended March 8 and they were 
down by the same percentage for 
the year to that date. 

The board’s weekly index, with- 
out seasonal adjustment, was up to 
253, from 245 in the preceding 
week. However, the index compared 
with 303 in the corresponding 1951 
week. 


More Vacuum Cleaners 
Shipped in February 


Factory sales of standard-size 
household vacuum cleaners in Feb- 
ruary totaled 235,936 units, com- 
pared to 230,226 in the preceding 
month, or a gain of 2.5 pct, accord- 
ing to industry-wide figures an- 
nounced by the Vacuum Cleaner 
Manufacturers’ Association. 

Sales in February were 9.8 pct 
down from 261,572 units sold in 
February, 1951. 





Segrs' February Sales 
Higher; Ward's Lower 


Sales of Sears, Roebuck & Co. 
were up slightly in February from 
the same 1951 month but volume 
of Montgomery Ward & Co. showed 
a drop. 

Sales of leading mail order and 
chain stores follow: 





1952 1951 % change 


Sears, Roebuck & Co. 


February $178,303,159 $175,997,251 + 1.3 


Montgomery Ward & Co. 


February $67,879,086 $77,572,605 —12.5 


Western Auto Supply Co. 


February $10,107,000 $11,222,000 — 9.9 
Two months 19,445,000 24,980,000 —22.2 
F. W. Woolworth & Co. 

February $47,269,413 $42,871,159 +10.3 
Two months 90,554,152 85,716,316 + 5.6 
S. S. Kresge Co. 

February $21,057,960 $18,691,115 -+12.6 
Two months 40,204,326 37,239,584 + 7.9 


Wages and Salaries 
Higher in January 


Personal income in January was at 
an annual rate of $257,300,000,000, 
a drop of about $1,300,000,000 be- 
low the high rate set in December, 
reported the Commerce Dept. How- 
ever, the January rate was an in- 
crease of $13,700,000,000, or 5.5 pet 
above the January, 1951, rate. 

Despite the drop, which was due 
to lower corporate dividend pay- 
ments and smaller income of farm- 
ers, wage and salary disbursements, 
seasonally adjusted, were at an an- 
nual rate of $175,600,000,000 in 
January as against $175,400,000,000 
in December. This was sharply un- 
der the rate of $184,300,000,000 in 
November. 

Farm income dropped to a yearly 
rate of $21,800,000,000 from $22.- 
700,000,000 in December. 


Trade Expected to 
Show Improvement 


Prospect of some improvement 
in retail trade in the months ahead 
was seen by Henry H. Heimann, 
executive vice president of the Na- 
tional Association of Credit Men, in 
his monthly business review. He 
added that “our present synthetic 
prosperity probably will not be 
liquidated in an election year even 
if increased deficits are necessary 
to keep it alive. | 

“The present year on the whole 
will be reasonably satisfactory on 
a synthetic basis,” he said. 

Discussing current signs of a 
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HAND LAWN MOWERS 





Lightened by modern alloys, 
toughened by modern steels, 
improved in many ways, BUCK- 
EYE Hand Mowers continue to 
dominate the field by fine per- 
formance and economical pric- 
ing, just as they have done for 
many years. 






You can't offer your cus- 
tomers better values. 

Five models, each with 
many features, to fit 
every type of lawn 
care. Be sure to ask 
for particulars 

on the BUCKEYE 
Hand Mowers. 
















POWER & HAND 
LAWN MOWERS 


The power mower market is still expanding; but buyers 
are more selective. Dealers know that demand is rapid- 
ly switching from mere engines, gadgets and glitter to 
an insistence on real performance. 








BUCKEYE Power Mowers satisfy customers 
and build reputation because they combine 
modern engines, materials and design with 
plenty of practical lawn mower experience. 
That is why dealers find them increasingly 
profitable to handle. 






MOWERS 
SINCE 1880 











Six walking models; 20”, 24” 
and 28” single cut; 48” cut 
with trailer units. Also rid- 
ing models with wider cuts. 
A line that you can stock 
and recommend with come 
plete confidence. 




























PLEASE 
ADDRESS 
Dept. LM-20 











Information 
on request 


So 





MANUFACTURING COMPANY 
SPRINGFIELD, OHIO 
POWER & HAND LAWN MOWERS 

















of the Catalog Di 


the same kit. 





When YouAre Looking 
For a Certain Product 








to install HELLER 





and only the trade-name is known— 
look in the General Directory Section 


of HARDWARE AGE for that par- 
ticular trade-name. You will find it 
listed alphabetically under the prod- 
uct heading of the item in question. 


There alongside the trade name you 
will find the name of the manufac- 
turer who makes it. The address of 
the maker will also appear with the 
firm name arranged alphabetically in 


Keep this Catalog and Directory 
Number where you ean reach it 
quickly whenever you need help in 
buying hardware products. 


HARDWARE AGE 
100 E. 42nd Street, New York 17, N. Y. 






STORE FIXTURES 







Number 
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YOU SHOULD STOCK 
CHICAGO “Safety Plus” Screw Products 


@CAP AND SET SCREWS 
@ SOCKET SCREWS 
@ TAPER PINS e NUTS @ STUDS 
@ They’re Quality Made to be Trouble Free 
@ They're better packaged for easier stock 
room service 
@ They're a greater profit line for you to 
feature for replacement in ALL fields of 
manufacture 


Ask for CHICAGO and get “Safety Plus” from 
your HARDWARE DISTRIBUTOR today. 


CHICAGO SCREW COMPANY 


2809 Washington Blvd. * Bellwood, Ill 


YOUR CUSTOMERS 





AND BUY EM 


i 
MOORE pusutess 


PICTURE HANGERS 


For hanging mirrors; pictures; 
heavy wall decorations 
—SAFELY 


MOORE pusu-pins 


For drapery and curtain tiebacks; 
lighter wall decorations 


NATIONALLY ADVERTISED 








MOORE PUSH-PIN CO. 


Since 1900 
113-25 BERKLEY ST., PHILADELPHIA 44, PA. 





general lowering of prices and sales 
Mr. Heimann said: 

“Businessmen and all of our peo- 
ple have to realize that they can’t 
go at high speed all the time. There 
must be periods of recuperation, 
and of proper correction. We ought 
to be thankful for them for they 
are an inherent part of our freedom 
and our private enterprise. 


Congressman Warns on 
Metal Availability 


American consumers should not 

be “too optimistic” about being able 
to buy articles made from critical 
metals during the next few years, 
according to Rep. Carl T. Durham, 
of North Carolina, chairman of a 
House Armed Services subcommit- 
tee which has been surveying the 
situation regarding strategic ma- 
terials used for war production and 
some civilian goods. 
; World supplies of many major 
items are getting tighter, he said. 
Recent improvement in steel output 
in this country and the release of 
some copper supplies for automo- 
biles does not mean that this coun- 
try is in a “safe position,” Mr. 
Durham said. 


Credit Buying Rises 
Since Reg. W Change 


Instalment credit has risen each 
month since Regulation W terms 
were relaxed in July, 1951, and in 
the five-month period ending Dec. 
31, 1951, the amount outstanding in 
the nation increased by $585 mil- 
lion. 

The increase was smaller than in 
former postwar fall seasons. How- 
ever, the growth in instalment 
credit was in contrast to the con- 
traction in credit that had taken 
place in the first seven months of 
1951 before the liberalization of 
instalment terms. In that 7-month 
period the amount outstanding had 
dropped $557 million. 


Cellophane Cheaper 


A reduction in cellophane prices 
was announced by Olin Industries, 
Inc. There was a reduction of one 
cent a pound on currently produced 
types of first quality cellophane 
rolls, except for one film type. 
Prices had averaged about 55 cents 
a pound, varying a few cents ac- 
cording to type. Prices of cello- 
phane sheets were reduced accord- 
ingly. 


Hits Reg. W as Device 
That Restrains Trade 


Attacking Regulation W on the 
grounds that it discriminates 
against the less affluent, and also 
that it is not anti-inflationary, ex- 
Senator Francis J. Myers, Penn- 
sylvania, urged its abolition, in an 
appearance before the Senate Bank- 
ing Committee. 

Appearing in behalf of the Na- 
tional Foundation for Consumer 
Credit, Mr. Myers claimed that buy- 
ers are divided into three groups: 
those who buy on open charge, those 
who buy for cash and those who 
buy on instalment credit. 

“Regulation W,” he declared, 
“leaves two of these three groups 
free of its control, shackling the 
third with encroachment upon their 
liberty in the market place. Since 
those regulated necessarily fall into 
the less well-to-do classes it is the 
little people of the country who 
bear the brunt of the regulation.” 

He claimed that consumer dur- 
able inventories are more than 
ample and denied the contention of 
Government economists that they 
are being worked off. 


Permaglas Heater 
Output to be Doubled 


The Water Heater Division of the 
A. O. Smith Corp. has announced 
the start of a $600,000 replacement 
program, which is intended to 
double the production of glass- 
lined Permaglas water heaters. 
The plan for replacing certain 
worn-out and obsolescent equipment 
in the plant at Kankakee, IIl., is ex- 
pected to be finished by Jan. 1, 1953. 

The company reports that its 
production has not been equal to the 
demand for its glass-lined heaters 
and present production is unable to 
hold backlogs to a reasonable level. 


Consumer Market 
Potential Growing 


Addressing 180 university stu- 
dents of the University of Wiscon- 
sin, at a job opportunities confer- 
ence, R. G. Halvorsen, sales man- 
ager of the Hamilton Mfg. Co. 
Two Rivers, Wis., pointed out that 
the potential market for consumer 
goods will be great for the next 20 
years. 

“The market for goods grows by 
leaps and bounds because of one 
dependable, constant, never-failing 
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factor—marriage,” stated Mr. Hal- 
vorsen. 

Talking on “Salesmanship as a 
Career,” the sales manager said 
there are two million new families 
created each year that need every- 
thing new and “need everything 
now.” Therefore, he concluded, 
selling holds great rewards as a 
career. 


Spring Promotion on 


Broomcorn Brooms 


The National Broom Manufac- 
turers Association has sent mail- 
ing pieces to about 500 manufac- 
turers of canned cleaning aids, sug- 
gesting ways of building displays 
for their products using broomcorn 
brooms. 

The association is also distribut- 
ing radio and newspaper publicity 
material to women’s radio commen- 
tators and to 500 newspapers. The 
publicity theme is that spring 
cleaning can be made much easier 
by the use of a new broom and by 
use of canned cleaning aids. 


Higher Prices Helping 
In Search for Scrap 


Scrap, which is so essential for 
defense steel production, is begin- 
ning to show up in better quanti- 
ties because of current premium 
prices, states John F. McKiernan, 
New York regional director of the 
U. S. Dept. of Commerce. 

Current prices are giving im- 
petus to a widespread search for 
scrap in commercial buildings, 
warehouses, hotels, hospitals, apart- 
ment dwellings and similar struc- 
tures. 

Previously, Mr. McKiernan 
pointed out, many building owners 
have shown reluctance to incur the 
expense of removing such valuable 
items for scrap as discarded boilers, 
obsolete elevator equipment, old 
metal cabinets, bank vault equip- 
ment and the various accumula- 
tions of pipes, cables, plumbing and 
other heavy odds and ends. 


156 Million in U.S.A. 


The population of the United 
States, including members of the 
armed forces overseas on Feb. 1, 
1952, was 155,997,000, according to 
Its official monthly estimate by the 
Bureau of the Census. This com- 
pares with an estimate of 1538,302,- 
000 a year ago, and represents an 
increase of 2,695,000. 
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Appliance Promotion 
Programs Outlined 


The advertising and promotional 
plans for 1952 were reviewed by 
the Major Appliance Sections of 
the National Electrical Manufac- 
turers Association at their annual 
winter meeting. 

These activities have the purpose 
of educating the public on the ad- 
vantages and benefits contributed 
by electrical appliances. NEMA 
points out that many electrical ap- 
pliances are still unfamiliar to mil- 
lions of potential users. 

The Electric Range Section 
handles its promotional work 
through advertising to architects 
and builders, home economics teach- 


ers and home economists, school | 
boards and school management offi- | 


cials and to electrical appliance 
dealers. Its work in the educational 
field is supplemented by a teacher’s 
manual and a visual aids kit, to help 
teachers in their class work. 

The Electric Water Heater Sec- 
tion covers architects and builders. 
electric appliance dealers, and 
plumbers. 

The Farm & Home Freezer Sec- 
tion unveiled one of its new 1952 
projects, a visual aids program for 
use by home economics teachers and 
home economists. This includes a 
series of 18 wall charts for class- 
room use, in full color, tracing the 
history of food preservation and 
demonstrating the whole story of 
home freezing. 


Dodge Report Shows 


Drop in Home Building 


Construction contracts awarded 
in the 37 states east of the Rockies 
during February amounted to 
$885,206,000, which was 2 pct un- 
der January and 22 pct below the 
total for February, 1951, the F. W. 
Dodge Corp. reported. 

For the first two months of 1952 
awards amounted to $1,787,297,000, 
a drop of 18 pct for the same period 
of 1951. 

Non-residential contracts in Feb- 
ruary totaled $301,404,000, which 
was 16 pct under January and 30 
pct below the same month last year. 

The $396,438,000 total of resi- 
dential awards represented a 17 
pet drop from January and 25 pct 
from a year ago. Public and pri- 
vate works, amounting to $187,364,- 
000 were off 9 pct from January 
and 5 pct from the same 1951 
month. 


















ELECTRIC LANTERNS 


SAFEWAY 
Travelite 
No. 958 _ . 













Beams... or 
© Blinks AND . 
* Beams! Twin Switches. 
| Red flasher cau- 
§ tions traffic, while 
= side spot beam 
§ provides pow- 
> erful service 

» light. Pivor 

» Base 
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Focal adjuse- 
ment. Throws 
powerful spot-beam 


ing lenshead 
Pivot base — 
light stays ‘‘put”’ 
at ANY angle. 
Plastic handle. @ 


Turn night 
into day! Twin 
lights — extra 
brilliant side 
light with top 
flagd light 
Pivot base 
spots light 
up or down 


$4.50 L 
Wi — 
Meet the great Farm, Sports, and Motor- 


ing demand for Electric Lanterns with 
these three EMPIRE styles. Nationally 










Advertised, this popular trio will keep 
your stock rolling—your profits growing. 


Ask for the EMPIRE Electric 


Lantern Catalog. 


The METAL WARE Corp. 


Two Rivers, Wisconsin 


























































































NATURE CREATED 


DIAMONDS 
TITANIUM RUTILE 


(Otherwise known by various colorful trade names) 
The HUDSON GEM... 
A POSSESSION to cherish 
...all the years of a life 


More Brilliant Than Diamonds 


This product featured in editorial write-ups 
in Saturday Evening Post, Readers’ Digest, 
Time, The New York Times Magazine, etc. 


(Actual photos of our product) 
ATTENTION: Those who wear DIAMONDS! 


You need not wear your large, valuable diamonds all the 
time. Instead, you may wear TITANIUM RUTILE by 
HUDSON, a laboratory research tiiumph. E lemental fusion 
of nature’s flery components results in man’s most brilliant 
gemological achievement. The HUDSON GEM, so very 
carefully made for your loved one, is now presented by our 
director. This marvelous new synthetic is made from Ti- 
tanium Dioxide and is 1/7th BRIGHTER THAN DIA- 
MONDS. 10% greater light refraction index than diamonds, 
We do a considerable business with PAWNBROKERS since 
they must have Hudson's product on hand for comparison. 
Now, 1] last, our product is available DIRECTLY TO YOU 
BY MAIL (not sold in stores). WONDERFUL OPPOR- 
TUNITY for the engaged couple. Give your bride a Hudson 
Gem Company's Rutile and put the tremen- 
dous cash difference in the bank for a happy 
and prosperous home. “COMMENDED by 
the Consumer Service ureau of PARENTS’ 
MAGAZINE as advertised therein.’”’ HUD- 
SON, alone, enjoys this distinguished recog- 
nition. Sold by us in sizes from 1 to 10 
carats at $8.00 per carat plus 20% fed. tax. 
} vg any size you want at this price (1, 
1%, 2, 2%, 4, 416, 5, 5%, 6, 6%, 7, 7%, 8, 8%. 9. 
914. 10.) hioTE: “PHIS IS THE SELF-SAME PRODUCT 
WIDELY SOLD ELSEWHERE UP TO $27 PER CARAT. 
Available in BRILLIANT (round 58 facet same as a dia- 
mond) or EMERALD (oblong) cuts. Emerald cuts must be 


“TAS MAHAL” (India’s Ar- 2 Carats or over. 
chitectural Masterpiece) STAR iis 
+ lla and STAR RU- | 

BIES . another HUDSON | | 
wonder, is presented. These fab- 
ulous laboratory developments 
are copied from natural mined — 
stones valued in the neighbor- | 
hood of $1,500 per carat. There | 
are perhaps only 500 stones of 
such collectors’ rank in_ the £ 
ENTIRE WORLD. In RUBIES | * 
or SAPPHIRES from 5 to 50 
carats, your choice at $10.00 ¢ . 
boc carat. Add tax, of course. 
Gifted with a truly inspired unbelievably magnificent ps A 
FUSED RADIANCE. Indistinguishable from THE - 
UINE, A PAWNBROKER’S NECESSITY. As a f+ 
service for our patrons we offer WITH OUR HUDSON 
gemological creations, SETTINGS, without any additional 
mounting charge. You merely give ring size and specify 
LA * or MEN’S. Each one is SOLID {4kt. GOLD 
(white or yellow, your choice). Ladies’ Tiffany type— 
$15.00: Men’s—$20.00 (Gypsy or Box type, your choice) 
plus 20% fed. tax. Please add 50¢ postage and handling on 
all orders. DEALERS: You may now order directly from us 
since, as you see, our price per carat is below wholesale. 
Prepaid or C.O.D. orders only. Our price does not permit 
open accounts. 30 DAY FREE TRIAL—UNCONDITIONAL 
MONEY BACK GUARANTEE. Your local friendly, trusted 
jeweler will gladly set in a mounting of your choice. Let 
him be YOUR JUDGE. Send check or money order. 


HUDSON GEM COMPANY ix: 


574 Fifth Ave., New York 36, N. Y. 














Promotions 


Manufacturers’ New Merchandising Plans 


| Paint Promotion 


National and local advertising 


| will get under way this month on 


the Sapolin line. Spotlighted in the 
program will be Fashion Color 
Odorless Paint, and several other 
new products, including Subdued 
Lustre Fashion Color Odorless, 
Waxed-Effect-Stain and _ Rite-on- 
Green, will be featured. The pro- 


| gram will include national maga- 


zines, newspapers, radio, publicity 
and TV and point-of-purchase ma- 
terials. Sapolin Paints, Inc., 229 
EK. 42nd St., New York City. 


Plastic Promotion 
To begin a national promotion on 


| their new plastic housewares line, 
| the Plas-Tex Corp., Los Angeles 


64, Calif., will feature Plas-Tex In- 
formal Dining Ware in a full-page 
full-color advertisement in the May 
issue of House Beautiful Magazine 
Plas-Tex is also advertised in 
Ladies’ Home Journal, Good House- 
keeping and This Week. Dealers 


| wishing to tie-in with the adver- 
| tising are offered a complete kit of 


free promotion material including 
full-color displays and newspaper 


| mats. 


"Spring Tonic’ Campaign 
The Black & Decker Mfg. Co., 
Towson 4, Md., is currently launch- 
ing a “Spring Ténic” campaign fea- 
turing the company’s Portable 
Electric Tool Line. The promotion 
ties in with spring fix-up, clean-up 
time. Consumer advertising empha- 
sizes the hundreds of uses for the 


| tools and points out that the tools 


require no special. skills and are 
easy to operate by the whole family. 

As a follow-up to inquiries, the 
firm is issuing a 52-page book of 
tips on home repairs, “Handy Tips 
for Handy Men.” Ads will be car- 
ried in Saturday Evening Post, Bet- 
ter Homes & Gardens, Popular Me- 
chanics, Popular Science Monthly, 
Mechanix Illustrated, American 
Legion Magazine, Farm Journal, 
Country Gentleman and Electricity 
on the Farm. Newspaper mats, and 
radio and television scripts are 
available to dealers. 


Singing Commercials 


Pressings of 16 singing commer- 
cials, half on Deepfreeze refrigera- 
tors and half on the Deepfreeze 
home freezer line are now available 
to distributors and dealers. Fea- 
tures, conveniences and price ad- 
vantages of the two lines are 
stressed and the spots are timed 
for either 20-second or one-minute 
station breaks, and from eight to 
12 seconds is reserved on each spot 
for the local dealer’s identification 
Filmed commercials have also been 
developed for dealers who wish to 
line up local TV time. These spots 
run 20 seconds and also have time 
allotted for dealer identification. 
This company is also supplying 
dealers with a portfolio of local 
radio and TV _ announcements. 
Deepfreeze Div., Motor Products 
Corp., 2301 Davis St., North Chi- 
cago, Ill. 


Word Puzzle Contest 


A word game called a Cross Fea- 
ture Puzzle is being used by the 
Westinghouse Electric Appliance 
division, Mansfield, O., to boost 
sales on its Open Handle iron dur- 
ing April and May. The puzzle is 
based on the eight features of the 
new iron. A set of six electric house- 
wares will be awarded to 25 win- 
ners and an Open Handle iron will 
be awarded to 100 runners-up. En- 
trants must finish a statement in 
50 words or less based on the fea- 
ture of the new iron that they like 
the best as well as complete the 
puzzle. 


Reprints for Displays 

A reproduction of the ad used by 
the Wooster Rubber Co., Wooster, 
O., in the March issue of the 
Ladies’ Home Journal—a four-color, 
1144-page spread—has been in- 
cluded in a special direct mail 
broadside to 20,000 hardware deal- 
ers. The reprints are intended for 
use mainly in building spring 
houseware window, floor and coun- 
ter displays. The company has 
announced a 27 pct increase in con- 
sumer and trade advertising for 
1952. 
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Economist Sees Little Price Change Likely 
Of Homes Started 


in Near Future; Metal Situation Eased 





lans 


While the country is nearer now 
to general retail price correction 
than at anytime since Korea, there 
is neither a substantial price ad- 


March, 1951, peak but factory em- 
ployment and hours worked are 
only down slightly. Total non- 
agricultural employment is still “a 


There was a sharp increase in 
residential housing starts in Feb- 
ruary, reported the Bureau of 
Labor Statistics. A continued up- 
ward trend was predicted by the 


als justment nor a substantial increase bit above” a year ago. Bureau for March. It stated that 
1g commer. in income in the offing, said Martin He said that prices have softened, 77,000 permanent non-farm dwell- 
> refrigera- R. Gainsbrugh, chief aconomist for | with wholesale prices off about 5 ing units were started in February. 
Deepfreeze the National Industrial Conference pet from a year ago and raw mate- atmo of 13 pet over January. _ 
W available Board, in addressing the winter rials prices down as much as 18 pct The Bureau stated that the rise 
lers. Fea- conference of the National Electri- from a year ago. was entirely in private home built 
_ price ad- cal Manufacturers Association in Allotments of metal under the ing and occurred in virtually | all 
lines are Chicago. Controlled Materials Plan jumped sections of the country. It had “be- 
are timed “Nothing like a quick transition to considerably more than the Na- ‘Ome apparent to builders that the 
one-minute from lull to inflation appears to be tional Production Authority had materials supply situation was eas- 
n eight to in prospect,” he said. “In the light originally allowed for, Mr. Gains- ing” the Bureau added. 
1 each spot of the factors at work, it is hard brugh said, pointing out that al- re ‘i 
ntification now to visualize any rapid resur- ready there has been a reallotment Admiral Claims It 


> also been 
10 wish to 
‘hese spots 


gence of inventory demand in the 
private sector of industry. It is like- 
wise hard to visualize any rapid 


of sheet and strip steel and alu- 
minum. The copper situation is 
also better than was believed pos- 


Sold All 1951 Output 


Ross D. Siragusa, president and 
chairman of Admiral Corp., said 


have time change in the rate of personal con- sible two months ago. 
ntification. sumption.” He added that the continued slack in the annual report that the com- 
supplying Increasing production in defense demand for durables by consumers pany’s experience in selling prac- 


tically every unit it was able to 


» of local industries has been a help in sta- may have further deflated expecta- 
incements. bilizing general business in view of tions of larger holders of C.M.P. produce in its household appliance 
Products the downward trend in private ac- metals. C.M.P. has begun to work division in 1951 was unique in the 


forth Chi- 





tivities, Mr. Gainsbrugh declared. 
Industrial production, he added, 
is now off about 2 pet from its 





better at the same time, partly due 
to easing of the pressure on sup- 
plies. 


industry, which generally sustained 
a sharp reduction in sales. He ex- 
pected a continuation of strongly 
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Made of highest grade aluminum. Created by 
Kursh, the originator of reflecting numbers! 
Different numbers on each side give you 100% 
selling coverage with only half the inventory. 
used by Clearly visible by day. Extra brilliant at night. 
Wooster, Unaffected by weather. Size 244” x 3%”. 
of the Beautiful mahogany grain metal counter display rack and colorful 
ur-color, window display given FREE with fast-moving assortments. Small in- 
2en = in- vestment . . . fast turn-over . . . no dead stock. Frames and lawn 
ct mail stakes included. 
‘ded pe Ask Your Jobber, or Write for Full Information and Prices 
spring & 
id coun- METAL PRODUCTS CO. 
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< is 2536 EUCLID AVENUE ° CLEVELAND 15, OHIO 
ing for In Canada: Canadion Housewares, Ltd., 20 Wellington St., Toronto, Ont. 
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woOoD 
JOINERS 


SKOTCH 


A Steady 
Profit Puller 


N 8” x 10” carton display 
» printed in red and black 
or on cards for bin display 
Here's a wood joiner that really 
HOLDS . . . gnd holds without 
cutting or splitting wood fibers. 
Applied like a nail. Patented 
prongs pull wood together for 
tight strong joint. Works equally 
well on square, mitre, "T", split or 
dado joints. Perfect for repairs, 
making screens, etc. Easily dis- 
played on counter or in self-ser- 
vice bins. 


Free Sales Helps ... 


Sample wood joints that show uses 
of SKOTCH Wood Joiners pilus a new 
counter folder are yours FREE. Ask 
your Jobber or write direct for gen- 
erous supply. Dept. HAI. 


SUPERIOR FASTENER CORP. 





2949 ELSTON AVE., CHICAGO 18, ILL. 


GRIPS LIKE A VISE 














ASSORTMENT 


COMPACT— 
ATTRACTIVE— 
DURABLE— 


COUNTER DISPLAY 


GRIES' famous zinc alloy wing nuts in exclu- 


sive finger-grip design. Strong, rustproof, 
brightly finished, clean threads. #1 Assort- 
pr contains 48—3/16' *; 60-4"; 24—5/16"; 


LARGE PROFIT! Dealer price $2.90; Sug- 
gested retail price $5.88, Deoler profit—S0% 


ALSO AVAILABLE: 
all popular thread sizes, 100 to the box. 


JOBBERS: Write for details and prices 
on this profitable item. 


GRIES REPRODUCER CORP 


789 E. 132nd St., New York 54 © Phone: MO 5-7400 
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| aid of the 


competitive markets in 1952, add- 
ing that supplies of civilian durable 
goods will be adequate to meet the 
demand. 

Net sales for last year amounted 
to $185,925,058, compared with 
$230,397,661 in 1950. 


Plastic Piping Used 
In Navy Vessels 


Use of plastic piping instead of 
copper and nickel in several new 
minesweepers is planned by the 
Navy, following an eight-month 
sea test aboard a destroyer escort 
during which it was found, it is 
said, that plastics outlast metal for 
| many purposes. The Navy, by us- 
| ing plastic pipes in the minesweep- 

ers will save about two tons of cop- 

per and nickel, in addition to con- 
serving copper-brass piping, Rear 

Admiral Homer N. Wallin, chief 

of the Navy Bureau of Ships, said. 
He said that installation and 
| maintenance costs would be less, 
| once quantity production is started. 





| 
| Admiral Wallin said that the cost 
| 


of two-inch plastic pipe of one- 


| eighth of an inch thickness would 
| be about 70 cents a foot, while simi- 


lar size copper-nickel pipe costs 
$1.55 a foot and stainless, steel pipe 
costs about $2.25 a foot. Black 
steel pipe, which corrodes and 
therefore, is not used for sea water 
pipe except in times of great mate- 
rial shortages costs 55 cents a foot. 


Marked Increase in 
| Supply of Tires 


January shipments of passenger 


| casings totaled 5,109,420, compared 


with 3,309,397 in December, a 54.4 


| pet rise, reported the Rubber Man- 


ufacturers Association, Inc. Output 


| of passenger casings in January 
| rose to 6,265,423 casings 


from 
4,875,982 in the previous month, a 
28.5 pet rise. Inventories were up 
to 8,069,652 casings from 6,976,- 


| 792 in December, a 15.6 pct boost. 


| Copper Output to Rise 


An expansion in the nation’s 
copper production to meet its needs 
of 2,700,000 tons in 1955 was fore- 
cast by Jess Larson, administrator 


| of the Defense Materials Procure- 


ment Agency. The goal, he said, 
will be “substantially met with the 
long-range expansion 


and development program” of the 


|} agency. 


Americans Earned 
$251 Billion in 1951 


Personal income earned by 
Americans in 1951 totaled $251,- 
100,000,000, a record high, the 
Commerce Dept. reported. This 
compared with $225 billion in 1950. 

In December, 1951 personal in- 
come was running at an annual 
rate of $257 billion, compared with 
$238 billion at the end of 1950. 

Almost every type of personal in- 
come was higher last year than in 
1950. Wages and salaries of all 
workers, including government, 
amounted to $166 billion, a 16 pet 
rise over 1950. Included in per- 
sonal income are wages, Salaries, 
dividends, interest, income re- 
ceived by partners, proprietors and 
landlords, and all other types of in- 
dividual income. 

Government payrolls shows the 
greatest increase last year, amount- 
ing to 33 pct. Government em- 
ployes received about $29 billion 
last year. 


New Homes Big Market 
For Christmas Lighting 


A large share of the Christmas 
lighting business this year is ex- 
pected to come from new home own- 
ers, according to Joseph H. Ward, 
executive vice-president of Noma 
Electric Corp. 

There has been an increasing de- 
mand for all kinds of outdoor light- 
ing specialty items, he said. 

Over $85 million was spent last 
year on Christmas lighting of all 
kinds. Mr. Ward said prices are 
expected to be lower and he said 
he is “cautiously optimistic con- 
cerning sales for the coming year.” 





HARDWARE HUMOR 
By Hardware Age 








‘ialihe « remarks on your 
display, boss. They all want 
to knew when we're moving.’ 
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Drug Store Articles Cost Less in Fair Trade 


States, Two National Price Studies Reveal 


The results of two newly-com- 
pleted nation-wide price studies 
that “show conclusively that fair 
trade prices have been, and are, 
fair to the American consumers as 
a whole,” were included in a letter 
to Secretary of Commerce Charles 
Sawyer from the Bureau of Edu- 
cation of Fair Trade. 

The first study, covering a six- 
month period in 1951, was made for 
the Bureau by A. C. Neilsen Co., an 
independent market research or- 
ganization. It shows that con- 
sumers paid less, over-all, for the 
same national brands of drug store 
products in the 45 fair trade states 
than they paid for the same prod- 
ucts in the non-fair trade area. 

The second study was made by 
McKesson & Robbins, Inc., one of 
the country’s leading drug whole- 





salers. Covering the five-year period 
from Jan. 1, 1947, to Jan. 1, 1952, 
it shows that the fair trade whole- 
sale prices of a wide range of drug 
store products rose 13.3 pct, com- 
pared with a 24.3 pct increase in 
the prices of similar non-fair trade 
products. 

Since retail price behavior close- 
ly parallels that of wholesale prices, 
these findings, when combined with 
earlier research on the retail prices 
of drug products, demonstrate that 
fair-traded drug store products 
rose only 16.4 pet between 1939 and 
the beginning of 1952. During this 
same 13-year period, the Consumer 
Price Index of the U. S. Bureau of 
Labor Statistics has shown a rise 
of 90.2 pct, the Bureau letter 
pointed out. 











Rubber Tile Output 
To Increase Greatly 


Armstrong Cork Co. is complet- 
ing an expansion and moderniza- 
tion program at its South Brain- 
tree, Mass., plant which, it is esti- 
mated, will increase rubber tile 
production from 60 to 70 pct and 
will bring about resumption of out- 
put of top-set rubber cove base. 

H. Dorn Stewart, assistant man- 
ager. said that there would be sub- 
stantial increases in rubber tile out- 
put in the next 30 to 60 days, al- 
though maximum production will 
not be reached until June. 

Rubber cove base will be madre 
in plain black only at the start but 
other colors will be added later. 


85% of U.S. Farms 
Are Now Electrified 


The nation’s farms are now 85 
pet electrified, Claude R. Wickard, 
Rural Electrification Administra- 
tor, told the annual meeting of the 
National Rural Electric Coopera- 
tive Association’s tenth annual con- 
vention in Chicago. 

Within two or three years, he 
predicted, “if materials are avail- 
able, the backbone lines to serve 
every farmer who wants electricity 
will be in service.” 

A survey at the start of this 
year of all rural electric coopera- 
tives and power indicates “that 
connected loads have grown 20 pct 
in the last year,” said Clyde T. 
Ellis, executive manager of the as- 


sociation. However, he added that 
almost 1,000,000 farmers are still 
without electric service. 


G.E. Ships Carload 
Of New Heat Pumps 


The first carload of a packaged 
heat pump, on which General Elec- 
tric went into commercial produc- 
tion in November, has been shipped 
to Texas and sold to consumers, 
H. M. Brundage, general manager 
of the company’s heat pump depart- 
ment, announced. The shipment 
went to Standard Brass and Manu- 
facturing Co., GE distributor in 
Beaumont and Houston, Tex. The 
pump uses the outside air as a 
source of heat. 


10% Down Payment on 
Home Repairs Revoked 


The 10 pct down payment re- 
quirement for home repairs and 
improvements, under Regulation 
W, has been removed by the Fed- 
eral Reserve Board, but full pay- 
ment still must be made within 36 
months. 

Until now a householder was re- 





quired to pay a 10 pct down pay- 


ment upon the completion of any 
improvement to his home, whether 
for painting, shingling or the ad- 
dition of a new room. While this 
provision has been removed, he 


must still complete payment of the 
bill in 36 months. 


































PROFIT- 
MAKING 
SIZES! 


“Alumaloy” turnbuckle body 
won’t rust or corrode, galvan- 
ized rod will do the job. Two 
screws provided with each 
brace. 42” regular available 
mounted on attractive mer- 
chandising card. Packed one 
doz. per box; 1, 2, and 3 
gross in shipping carton. Order 
now for spring business. 


THD. DIA. 5/32” 
THD. DIA. 5/32” 
THD. DIA. 7/32” 


21” REGULAR - 
42" REGULAR 
42” HEAVY DUTY - 


& g HOOKS 


YEBOLTS 
ve “ LINE 


ad poarpan ariGhT WIRE 


Tu 


TURNBUCKLES, INC. 


BOX 333, MICHIGAN CITY, INDIANA 


FACTORY: GRAND BEACH, MICHIGAN 
ONE GOOD TURN(BUCKLE) DESERVES ANOTHER 
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TRIPLE the SALES 
with TRIPLE the CUTS! 


ANNOUNCING 


NOT ONE—NOT 12-—BUT 
40 DIFFERENT CUTS! 


AARARAREREAS 


CHa 


Crp 


DADO SAWING WASHERS 


New improved Warren Washers open 
a broader market for you in ‘51! Be 
ready for new sales, replacement sales 
—easier sales! 


GOOD PROFITS FOR YOU! 

No increase in price—new Warren Washers 
still retail at popular price of $4.95 per set, 
with no cut in dealer margin! 


NATIONALLY ADVERTISED— 
UNIVERSALLY ACCEPTED! 
Craftsmen genie them for making smooth 
dados, quickly and easily with regular saw 
blade. National advertising reaches 16 mil- 
lion people—makes Warren Washers a name 
they remember! 


SEND TODAY FOR TRIAL OFFER! 


Send for just 6 sets at your dealer's discount 
of 33144%-—receive absolutely free colorful 
working counter display and descriptive sell- 
ing literature! 


WARREN DADO SAWING WASHERS CO. 


Dept. 104, Box 98, North End Station, Detroit, Mich. 








NEW COLUMBIANA "ALL-IRON" 


PITCHER SPOUT PUMP | 


The Board predicts that the 
elimination of the down payment 


| requirement will not have any sig 


nificant effect on the amount < 
borrowing for home repair. 

Modernization and other hom: 
improvements without resort to 
borrowing probably will be stimu- 
lated, however, it is believed by 
other Government officials. 


| 17 Million Home 
| Gardens Last Year 


Seventeen million home gardens 


| provided recreation as well as food 
| and flowers, in the United States, 
| last year, it was pointed out at a 
| recent New 


York City meeting, 
sponsored by the National Garden 


| Institute, and well attended by rep- 


resentatives of numerous organiza- 
tions interested in home gardening. 

Of the 17 million home gardens, 
12 million of them were in urban 


| or suburban communities. 


This compares with 346,458 


| farms which raised vegetables for 


sale in 1950, and with 46,074 farm- 


| ers who got 50 pct of their income 
| from vegetables. 


The National Garden Institute 
now in its ninth year, was original- 
ly organized in 1943 under the 


Here are some of the outstanding features | NAMe of the National Victor y Gar- 


that make Columbiana the preferred name 
in hand pumps for the entire world: 
* NON- te SPOUT x aereerness 
RE NTI- 


PERMITS PLACING BUCKET DI- 
RECTLY UNDER SPOUT 
Designed for wells and cisterns up to 25 
feet deep. This low-price, nigh- quality 
20-pound pump is 18%” high, has a 3” 
polished cylinder diameter and a 1%” 
Fer a connection for standard pipe tap. 
nished in handsome green enamel. 
Fig. 19, No. 2 Write today for complete information. 
ESTABLISHED 1888 


Columbiana PUMP CO., Columbiana, Ohio, U.S.A. 


| den Institute. 
REVO NG | was dropped from the name at the 
FREEZE ACTION * CUTAWAY ‘BASE | 


| end of World War II and the Insti- 








‘CHROME 
NIPPLES 
Vg" to 4" sizes 
Vg" and !/2" sizes 
packed 12 to a box 
Write for catalog 


PITTSBURGH NIPPLE WORKS, Inc. 


1455 Spring Gorden Ave., Pittsburgh 12, Pa 
7h 








Gripper Clips 


Registered U. S. Pat. Office 


1 
small.) Retails at 
10¢ each. Circu- 
lars on request. 


@ GIBSON Goop TOOLS, mne. * 





Box 26B Orange, Mass., U.S.A 








190 


The word Victory 


tute is now primarily interested in 
making citizens more conscious of 
and more active in, home garden- 
ing and food preservation than 
ever before. 

During the past two years the 
Institute has distributed over a 
half-million pieces of educationa’ 
material on gardening. The greater 
part of this material was in the 
form of the elementary school Gar- 
dengram. It is believed that over 
a million children are receiving all 
or part of the gardening lessons 
contained in these Gardengrams. 


Retail and Service 
Units Decreasing 


The retail trade population and 
the service industries have both de- 
clined over the past 18 months, and 
particularly during the last nine 
months, according to the Office of 
Business Economics. This has been 
charged to the appearance of some 
weakness in consumer demand, and 
the program of diverting resources 


| to the defense program. 


TV Makers Reduce 
Prices to Boost Sales 


Faced by a situation in which 
the market wasn’t moving the cur- 
tailed production of TV sets, three 
leaders in the industry announced 
lowered prices during the third 
week of March. Others subsequent- 
ly followed suit. 

General Electric, Emerson and 
Muntz announced moderate acrogs- 
the-board reductions. Sylvania was 
another large producer that fol- 
lowed suit. 

Magnavox later announced that 
it was guaranteeing prices on its 
TV and radio-phonograph sets for 
90 days from date of shipment. The 
company stated that a 90-day turn- 
over of inventory by dealers is a 
reasonable expectancy. 

A West Coast producer announced 
that it was absorbing warranty 
costs, which was in effect a price 
reduction. 


Govt. to Seek Work for 
New England Plants 


A special government task force 
has been assigned the job of help- 
ing relieve unemployment among 
metal working plants in the New 
England area, especially in the 
Providence-Attleboro region. 

A survey will be made immedi- 
ately to determine which plants 
have laid off workers or have shut 
down, and what the possibilities 
are for these shops and factories to 
take on defense subcontracts with- 
out much retooling. The commit- 
tee, composed of representatives of 
most defense agencies and _ the 
Labor Dept., will then try to direct 
suitable contracts into such plants 


Consumers Owe Less 
On Credit Purchases 


Consumers owed $560 million less 
on their credit purchases at the 
end of January than they owed at 
the end of the previous month when 
the total was at a record high. The 
January total was $143 million 
greater than in the same month 
of 1951. 


Less Business Failures 


Failures of retail business in the 
week ended March 13 dropped to 
82 from 95 in the previous week, 
Dun & Bradstreet, Inc., reported. 
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~~ 


MARSHALLTOWN TROWEL COMPANY ¢ MARSHALLTOWN, IOWA 








TU-WAY 


Sakee* BELT LACER 


Safety belt lacing is ensy 
to apply with any stand- 
aod make belt lacing 
machine, lacer, or it can 
be applied with a ham- 
mer by using the inex- 
pensive Safety Tu-Way 
Lacer. 
Safety’s patented binder 
bars hold every hook in 
exact alignment, lap 
snugly over belt ends and 
prevent fraying. 


SAFETY é maDUST 


BELT-LACER CO. 











The Fulton Dust Pan 

No. 182 designed for 

long and dependable 

service. Built to “take 
| it,” ideal for INDUS- 

TRIAL, JANITOR, OR 
| DOMESTIC USE. 


Large capacity with reinforced specially designed 
“*“Easy-Grip” handle that won’t break or bend. The 
tantalizing Dogwood, Cherry only handle that will stand more stress and strain. 
Ripe or Red Apple... to Built of 20 gauge one piece steel. Exclusive inden- 
the smoothly finished wood tations hold edge to floor. Size 12354 x7%. 


ti k a 
FE Pa BE SPP See Your Jobber or Write Today for Colorful 


RIO GRANDE’S handpainted : cr Literature On The Fulton Line 
woodenware for salads is 


the talk of the trade! From / 
he exclusiv d decorate /. 
—s soe STUDIOS soehiiaiaial Reha —_— 


5390 N. MENARD AVENUE — 
CHICAGO 30, U. S. A. 
‘ 7 S) 5 








Send for our colorful catalog 2421 McKINNEY AVE., DALLAS, TEXAS on 


Price and Priority Digest 


For fast, accurate reports on latest developments in 
OPS price ceilings, and how they affect hardware 
dealers, don’t miss reading the PRICE AND PRIORITY * . 
Digest which appears in every issue of HARDWARE This trio of popular MILK FILTER DISCS 
Acs. This popular feature helps thousands of dealers ge A oe weit a he 
keep up with the changing picture in Washington. It “dealer helps’’ available, too. 
contains information written exclusively for hardware | Ask your jobber...or write for FREE SAMPLES. 
dealers and which is obtainable no place else. Check 
the contents of this issue on page 5 for the page num- | | BRY@ DTN tea Utd ee 
ber of thi 1 i trade. i 

ae ee ee ee OP Ee Se ae America’s No. 1 FILTER DISC LINE * Tops in Profits! 


pee ENTERS ee ae vA Els ==,_ MASON'S 
—. = oc wo oot mens Se 2 
avai ORIGINATED 1896 at NOo8 cise Sa) 


& = 
\ \ — AND ALUMI N 


- ” MAYES GUARANTEES ACCURACY. SERVICE aa 
SESEVOUR DEALER -AND DURABILITY: AN Sine 


naves roots (TAYES BROS.TOOL MANUFACTURING CO..Inc. Port Austin. Micu. 
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Slides Paint Off 
ziite or 


Write for full information, price list, 
GILLESPIE VARNISH CO., 131 Dey St., Jersey City, N. J. 











CABLE CLAMP 
& PIPE STRAPS 


= 


\Y ; 
§™, 
MALLEAGLE IRON 
HOLE 


sTeee 1 MOLE STEEL 


by 
DIAMOND 


ASK FOR CATALOG - 


DIAMOND EXPANSION BOLT CO., INC. 
DEPT.H.A. © GARWOOD, N. J. 














——"Selling Is Our Business"— 


@ Complete coverage of the East; 

permanent show rooms. 

@ Representing leading house- 
wares and hardware manufac- 
turers. 

“Established Over 21 Years” 
Inquiries solicited regarding 
additional pn 


SAM WEISMAN § ORGANIZATION 
200 Fifth Ave., New York 10, N. Y. 
ORegon 5-3580 
Direct Factory Representatives 














McGill Brand 
mouse and rat 


@ BRIGHT 2-color printing 
@ CLEAR selected wood 
@ AUTOMATIC or slot set 


McGILL METAL PRODUCTS CO. 


MARENGO, ILLINOIS 

















Toys to be Pushed on 12-Month Basis to Break 


An effort to stimulate the sale of 
toys on a 12-month basis will be 
undertaken on a monthly, nation- 


| wide program by the Toy Guidance 


Council. 

This organization, supported by 
over 300 major American toy manu- 
facturers, 1200 retail member 
stores and 20 wholesale toy dis- 
tributors, will use a direct mail 
campaign to parents from April to 
September, together with a series 
of institutional newspaper adver- 
tisements emphasizing the year- 
round need for toys. 

In announcing the program, Mel- 
vin Freud, president, said “this will 
be the first major industry-wide at- 
tempt to break the Christmas 
monopoly.” 

In underscoring the need for the 
program, Mr. Freud pointed out 
that in 1939 more than 77 pct of all 


Christmas Monopoly; Will Pre-test Playtools 


toy sales at retail occurred between 
Thanksgiving and Christmas. 

He said that the toy industry, led 
by the Toy Guidance Council’s na- 
tional educational program, has 
been slowly making progress in an 
effort to balance toy sales through- 
out the year. Last year, Novem- 
ber and December sales accounted 
for approximately 65 pct of annual 
sales. 

Each of the Council’s monthly 
booklets will guide parents in se- 
lecting playthings by describing 
and illustrating a balanced group 
of about 14 outstanding items. 

One advantage of the Council's 
plan will be a unique opportunity 
to introduce new toys and pre-test 
consumer reaction early enough to 
adjust holiday production and buy- 
ing schedules. 

(Resume reading on page 15) 





Book Tie-In Sells Other Merchandise 


Displaying and promoting a home 
handyman book resulted not only 
in selling the books, but also in de- 
veloping specific sales to home- 
owners of equipment and material 
needed to build projects described 
in the book. That is the experience 
of H. M. Iltis Lumber Co., Des 
Moines, Iowa. 

A permanent display of the book 
was set up inside the store, and it 
was featured in a window, along 
with hand tools. The promotion re 
sulted in sales of 120 copies of the 
book. 


a eter ones 
ndvmnans: 


The store manager reports that 
on eight or ten occasions, he H&s 
had the experience of selling the 
book one day and having the cus- 
tomer come back within a few day: 
to buy equipment for setting up a 
workshop. On several other occa- 
sions, customers came back to buy 
tools and materials for specific 
projects described in the book, such 
as a bookcase. 

In addition to the store and win- 
dow displays, the company adver- 
tised the book in a local newspaper 
and on envelope stuffers. 


he ‘e+ Hoge 
u Pie: 
Ri " 


{TE nines ns 
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2 HANDLE LENGTHS 
840L—36” 840—81,” 


Your customers can wash 
cars, trucks, boats, storms 
and screens, floors and a 
complete house—or any- 
thing where you want a 
steady stream of water to 
rinse as you wash as you 
clean. 


FLOUR CITY BRUSH CO. 


1501 4th Ave., S., Minneapolis, Minn. 


PACIFIC COAST BRUSH CO. 


1507 Santa Fe Ave. 


AUTOWASH 
PROFITS 
$17.76 


on 12—36” 
HANDLE BRUSHES 








Los Angeles, Calif. 











MIDWAY AUGER BITS 


“preferred by all who want 
the best’’ 


HOME WORKSHOP BIT-KIT 


(No. 50-6) 


6 pits 4/16” 5/16”, 6/16’ 


<< 
_ 2 


Jt te 
1 
Ye Ee 

i> < 
, . 


* 


orem wmernart’ 
semen § SP 


8/16’’, 10/16’, 12/16” 





THE MIDWAY TOOL CO., INC. 


Factory and Sales Office 
MELVIN, OHIO = a-5087 





_Z THE AMAZING 
SCIENTIFIC 


Low-Cost SPREADER of 
@ LAWN SEED 
@ DRY FERTILIZER 
@ DRY WEED-KILLER Po 


SEEDER-FeEDER. 
SELLS ITSELF oy 
SELLS quien) PROFITABLY! 


2. 
SEEDER-FEEDER 
= WE 
PS seu ae eeoen 


IZER, ang 
ORY WEED mitten 


THRIFTY 
SEEDER 


Seepver-Feever-Weevoer Representatives 
wanted. Some choice territories available 


ORDER FROM YOUR JOBBER TODAY, OR WRITE: « 
R. KRASBERG & SONS MFG. CO. fired til 

















San, = 
Shep? 





Hi enized Neats- 
foot Oil Processed 
From Beef Animals 


Ke 


Best For Leather 
Kinds of Weather NEATSLENE CO. 


WEATHERPROOFS: beeen 
Boots, Shoes Saddles, 
Gun Cases, Golf Bags, 
Riding & Racing Har- 
ness, Luggage and 
other fine leather. Made 
in Two Grades: Pure 
and Prime Compound. << 
sold at Hdw., Drug, Auto, Sport & Saddle Shops, Dist. by Whise. Hdw. 
Drug -& Saddlery Houses. If dealer can't supply, write us. 
Mfd. by Neatslene Co., Omaha 8, Nebr. Roy W. "Shep" Shepard. 


Liquid Saddie Soap 
Animal Shampoo 
Animal Hair Dressin 
Neatslene Harness Oil 
Prime Lard Oil 
“Thread Cutting Oil 


Canva -SLastic 
WATER REPELLENT 


CANVAS: Awnings, Tents, 
Tarps, Auto Tops. 


SOFTENS am) PRESFAVES 


























FINGER 
GRIP 
ADJUSTABLE 














CLIPS 


- . » for parking 
things where you 


use them. POPULAR RETAIL PRICES 
Smali—3 for 10c 
ee 2 for 15¢ 
Sli tly oll West Coast 
orite with home 


© Fasten to any woodwork 

¢ Can be adjusted in a jiffy 

* Packed in attractive dis- 
play boxes 


ARTHUR I. PLATT & CO. Fairrieip, CONN. 


workshop fans. 
ASK YOUR JOBBER— 
OR WRITE. 








WHEN YOU 
| STOCK AND DISPLAY THE 





E. H. TATE CO. 


251 CAUSEWAY STREET 
BOSTON * MASSACHUSETTS 
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Classified Opportunities Section 





Help Wanted, Accounts Wanted 
Business Opportunities 
Representatives Wanted, etc. 


Set solid, maximum, 50 words 
Each additional word 


2 Positions Wanted 
(Special Rate) set solid, maximum, 
50 words 

Each additional word 


Allow Seven Words for Keyed Address 
or Your Address 





CLASSIFIED ADVERTISING RATES 


BOXED DISPLAY AD RATES 
$8.00 per column inch 


5% discount allowed for 4 or more con- 
secutive insertions of Boxed Display Ads. 
Cuts or special borders not accepted. 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
100 East 42nd St., New York 17, N.Y. 


NOTE: Samples of merchandise, literature 
catalogs, etc., will not be forwarded to box 
number advertisers unless accompanied by 
sufficient postage for remailing. 


No agency commission allowed. 


HARDWARE AGE is published every other 
Thursday. Classified forms close 15 days 
prior to publication date. 


Remittance must accompany order in form 
of check or money order, not currency or 
stamps. 











Representatives Wanted 


Representatives Wanted 


Representatives Wanted 








NATIONALLY KNOWN 
LOCK LINE AVAILABLE 


in several choice territories to men with these 

qualifications: 

1. Builders Hardware selling experience to 
WHOLESALE HARDWARE & CONTRACT 
BUILDERS HARDWARE DEALERS. 

2. Executive-type salesman with proved record, 
capable of selling large volume buyers. 
This is rare opportunity to represent well- 
established manufacturer of finest quality cyl- 
indrical door locks in the low price range. 
Line is i diately recognized and accepted. 
Generous commission assures high earnings to 
top-notch producer. Give full particulars on 
sales experience and complete business back- 

ground in first letter. Confidential. 
Address Box A-503, care of HARDWARE AGE 

100 East 42nd Street, New York 17, N. Y. 














SALESMEN WANTED 


FULL TIME OR SIDE LINE, TO SELL LEAD- 
ING LINES OF HARDWARE AND HAND 
TOOLS. MUST HAVE EXPERIENCE AND 
FOLLOWING. LIBERAL COMMISSIONS. PRO- 
TECTED TERRITORIES. WRITE TODAY! 


ATLAS WEST CORP. 
62 WARREN STREET NEW YORK 7, N. Y. 














PLUMBING SPECIALTIES SALESMAN 
WITH FOLLOWING for established New York 
firm. Sell to hardware stores and plumbing con- 
tractors. Choice (protected) territories open, 
commission. Replies confidential. Address Box 
A-511, care of Harpware Ace, 100 East 42nd 
Street, New York 17, N. Y. 





FASTENER SALESMEN TO CALL 
JOBBERS AND MANUFACTURERS. | Terri- 
tories open are western Ohio, Missouri, Kansas, 
Louisiana, Oklahoma, Arkansas, Nebraska, Colo 
tado, New Mexico, Wyoming, North Dakota, 
South Dakota, Minnesota, Wisconsin and Iowa. 
Protected territory. Commission. Nationally 
known manufacturer. State full details first 
letter. Address Box A-520, care of HARDWARE 
Ace, 100 East 42nd Street, New York 17, N. Y 


ON 





WANTED: SALES REPRESENTATIVES 
TO SELL QUALITY line of medicine cabinets, 
shower stalls and various other specialties used by 
hardware and plumbing jobbers. Protected terri- 
tory allotted throughout the United States. Address 
Box A-545, care of Harpware Acer, 100 East 
42nd Street, New York 17, N. Y. 








SALESMAN WANTED 
METROPOLITAN CHICAGO 


To side-line nationally known profitable line of clothes 
hampers and basket products to retail hardware stores. 
Liberal commissions. Protected territory. Full com- 
mission on re-orders. 


Address Box A-534, care of HARDWARE AGE 
100 East 42nd Street, New York 17, N. Y. 











REPRESENTATIVES WANTED 


Established weather strip manufacturer desires rep- 
resentatives who presently have a sash balance line. 
Weather strips applicable to pre-fab window builders 
only. For New York City and Philadelphia areas. 


Address Box A-533, care of HARDWARE AGE 
100 East 42nd Street, New York 17, N. Y. 




















; Wanted: SALES REPRESENTATIVES 


Manufacturer of nationally known line of medi- 
cine cabinets wants representatives for states 
of California, West Virginia, Florida, lowa and 
Kentucky. Liberal commissions. 


IDEAL CABINET CORPORATION 
7722 Joy Road Detroit 4, Mich. 














SALESMAN WANTED — PROMINENT 
PAINT BRUSH manufacturer has open terri- 
tories for successful sales producer. Prefer inen 
now calling on paint, hardware, lumber dealers 
and industrials. Drawing account against good 
commissions. Will also consider side line man or 
manufacturers’ agents. Address Box A-463, care 
of Harpware AcE, 100 East 42nd Street, New 
York 17, N. Y. 





MANUFACTURERS’ AGENTS, COVERING 
HARDWARE TRADE and portable tool outlets 
needed for popular, well promoted line of high 
quality circular saw blades. Western Saw Manu- 
acturers, Inc., 1840 W. Washington Blvd., Los 
Angeles 7, Calif. 





WANTED REPRESENTATIVES FOR MAN- 
UFACTURERS OF Colonial Wrought Iron 
Hardware in all states west of Ohio and north 
of Texas and Louisiana calling on the hardware 
jobbers, retailers and lumber dealers. Address 
Box A-550, care of Harpware Ace, 100 East 
42nd Street, New York 17, N. Y. 





SALESMEN WANTED; Calling on wholesale 
and retail hardware and department store trade 
to sell quality woodenware line on commission 
basis. Especially interested in pushing camp 
| stools and chairs to retail trade at this time. For 

quick action advise lines carried and _ territory 
| covered. Address Box A-551, care of HARDWARE 
| AcE, 100 East 42nd St., New York 17, N. Y. 








HARDWARE JOBBERS & WHOLESALERS 
|TO HANDLE line of imported wood screws, 
Order from stock carried in New York. Quality 
equals domestic screws. Prices are considerably 
| lower. Reply to Box A-544, care of Harapware 
| Ace, 100 East 42nd Street, New York 17, N. Y. 











HARDWARE SALESMEN: IF YOU ARE 
NOW calling on the retail hardware trade and 
wish to improve your earnings, contact us. We 
are an old established, solid, progressive dis- 
tributor, now expanding and specializing in the 
sale of national brand name tools and brushes. 
We pay top commission in our field and will 
offer drawing account to qualified men. Address 
Box A-523, care of Harpware AcE, 100 East 
42nd Street, New York 17, N. Y 





WANTED MANUFACTURERS’ AGENT, 
ONE OF THE OLDEST and largest manufac- 
turers of enameled ware has openings for well 
established manufacturers agents in the following 
states: New York and New Jersey (outside of 
Metropolitan New York), Pennsylvania, Mary- 
land, Delaware, West Virginia and Kentucky. 
If you have room for another good line and know 
how to sell the Wholesale and Retail housewares, 
wholesale and chain drug stores, premium users, 
rack jobbers, etc., send full particulars regard- 
ing territory and lines now being handled to 
Box A-537, care of Harpware AGE, 100 Fast 
42nd Street, New York 17, N. Y. 





SEEK DISTRIBUTOR OR SALESMEN 
CALLING on woodwork & furniture industries, 
lumberyards, and hardware stores for glues and 
plastic sheets. Commission basis, good side 
line. Address Box A-539, care of HarpWware 
AcE, 100 East 42nd Street, New York 17, N. Y. 


SALESMEN SELLING CUTTING TOOLS 
OR kindred lines direct to the aircraft in- 
dustry, railroads, public utilities, and manufac- 
turers. Several territories open. Address box 
A-541, care of Harpware AGE, 42nd 
Street, New York 17, N. Y 


100 East 





SALESMEN WITH ESTABLISHED LINES 
OF hardware and houseware wanted. Increase 
earnings with very high commissions selling line 
of shopping carts, fire screens, hose reels anc 
many other fine items at wonderful pricecs. Di- 
rect to small stores. State lines carried and terri- 
tories covered. Myon, 307 W. 8th St., Los 
Angeles 14, California. 





SALESMEN WANTED TO SELL WOOD 
OUTDOOR FURNITURE, New York, Ohio, 
North and South Carolina, Kentucky and Ten- 
nessee. Complete line, including chairs, rockers, 
settees, swings, picnic tables and benches. Sturdy, 
comfortable, durable furniture for porch, lawn, 
picnic area or social room. Splendid opportunity 
for year ’round selling. Please give complete _in- 
formation on territory covered. Address Box 
A-543, care of Harpware Acer, 100 East 42nd 
Street, New York 17, N. Y. 


1952 
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- Accounts Wanted 


Accounts Wanted 


Business Opportunities 








NATIONAL DISTRIBUTORS 
Established—Reliable Aggressive 
ANCO CORPORATION Pittsburgh 22, Pa. 


Branch Offices ; 
New York @ Philadelphia @ Detroit 
Cleveland @ Louisville 
Covering all classes of jobbers. We will carry 
the accounts or you can bill direct. 
Write for further information and references. 














FLORIDA. ESTABLISHED MANUFAC. 
TURERS’ REPRESENTATIVE WITH large 
following can handle two additional lines going 
to hardware, building material and/or paint job- 
bers and large retailers. Intensive and frequent 
coverage assured. Only good lines direct from 
manufacturers with exclusive sales rights will 
be considered. Address Box A-509, care of 





Harpware AGE, 100 East 42nd Street, New York 


17, N. ¥ 





ALASKA, WASHINGTON, 
WESTERN IDAHO AND MONTANA. Wanted: 
one additional manufacturer's line hardware, 
sporting goods or paint supplies sold through 
jobbers. We guarantee to increase sales in this 
territory on any line we accept that is now suld 
through agency covering larger territory. Estab 
lished 25 years. North Coast Sales Co., 11 
N.W. Hoyt Street, Portland 9, Oregon. 





MANUFACTURERS — REPRESENTATIVE, 
NOW COVERING HARDWARE TRADE in 
Florida, most of Georgia and Alabama (from 
Montgomery south). Many established accounts, 
frequent coverage. Wants competitive priced 
lock line, (something with a guarantee under 
Florida climate) and also a factory connection on 
a screen wire line. Write H. D. Touchton, Box 
308, Lakeland, Florida. 





_YOUNG, AGGRESSIVE SALESMAN, WITH 
EXPERIENCE, selling retail and wholesale hard- 
ware, plumbing, housewares, sporting goods and 
furniture. Formerly with a large general line 
wholesale house. Am looking for additional lines 
for jobber and retail outlets on a straight commis- 
sion basis. Situated Kentucky, Indiana area. Ad- 
dress Box A-546, care of Harpware AGE, 100 
East 42nd Street, New York 17, N. Y. 





NATIONALLY-KNOWN MANUFACTURER 
AND DISTRIBUTOR of hotel, restaurants’ sup- 
plies and equipment. Selling to hotel and restau- 
tant supply dealers exclusively, seeks housewares 
manufacturer whose items can tie in with our 
line either on a jobbing or distributing basis. 
Replies will be treated confidentially. Box 1121, 
1474 Broadway, New York. 





EXPORT DISTRIBUTOR, WITH WARE- 
HOUSES IN MIAMI and sales force calling on 
furniture trade, department stores, hardware and 
appliance stores in Cuba, Venezuela, Colombia, 
Haiti, Puerto Rico and other Latin-American 
countries, seeks exclusive lines of gas ranges, re- 
frigerators, washers, fans, television, radios and 
other major and small appliances. Will deal only 
with manufacturers, no export agencies or jobbers 
please. Will furnish full particulars and excel- 
lent references on request, Kindly reply to Box 
A-547, care of Harpware AGE, 100 t 42znd 
Street, New York 17, N. Y. 





AGENCIES FOR CUBA: REPUTABLE 
REPRESENTATIVE’S organization covering the 
whole Island, seek agencies from manufacturers 
who are interested in developing their sales in 
(iba, on a commission basis. “General hardware 
iron, sanitary, electrical, fittings, valves, mis- 
cellany, etc.) Address Rio, Suarez & Cia., P.O. 


OREGON, | 





Box 4095, Habana, Cuba. 
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SALES REPRESENTATION AVAILABLE 
FOR MICHIGAN, Ohio, Indiana and Kentucky, 
on a brokerage basis, through a well, favorably 
known and soundly established manufacturers 
representative in the hardware and houseware 
field. Line accepted must go primarily to the 
jobber. However, contact regularly all classifica- 
tions of this trade excepting small retail dealers. 
Address Box A-536, care of Harpware AGE, 100 
East 42nd Street, New York 17, N. Y. 


EXPANDING MANUFACTURERS _ REP- 
RESENTATIVE ORGANIZATION, TRAVEL- 
LING four men, desires additional line in the 
hardware field. Territory covered is Wisconsin, 
Illinois and Indiana, calling on all hardware 
distributors, mail order houses, chain organiza- 
tions, industrial supply houses, farm equipment 
distributors, electrical jobbers and automotive 
distributors. Address Box A-538, care of Harp- 
gs AcF, 100 East 42nd Street, New York 17, 
mn. Y. 





WANTED—ONE SHORT LINE BY firmly 
and well established manufacturers representa- 
tive covering Michigan, Indiana, Ohio and 
Kentucky, calling on hardware, houseware and 
specialty jobbers, chain stores, major department 
stores and premium goods users. Address Box 
A-535, care of Harpware Ace, 100 East 42nd 
Street, New York 17, N. Y. 





Help Wanted 





WAREHOUSING, DISTRIBUTING & 
SALES SERVICES 


Offered to hardware manufacturers 
by distributor with top flight fol- 
lowing in housewares and hardware 
stores in Central Pennsylvania. Have 
maintained frequent and complete 
coverage in area for past six years 
Seek only good sized lines 


Address Box A-548, care of HARDWARE AGE 
100 East 42nd Street, New York 17, NW. Y. 

















OPPORTUNITY 
FOR ENERGETIC RETAIL HARDWARE 
SALES SPECIALIST 


$200,000 Cost liquidation sale requires an expert sales 
and merchandise specialist to organize liquidation 
program. General hardware, housewares, sporting goods 
Write for interview stating experience, references 
Address Box A-540, care of HARDWARE AGE 
100 East 42nd Street, New York 17, N. Y. 











DIRECT REPRE- 
SENTATIVE WITH EXCEPTIONALLY fine 
lines needs men who can sell to jobbers. Must 
have initiative and ambition and willing to work 
on straight commisson. Several territories in the 
11 Northeastern States open. Also required is a 
man in New York City for the Export trade. 
When writing, you may state all particulars in 
complete confidence. Address Box A-178, care of 
Harpware AcE, 100 East 42nd Street, New York 
a ae a 


MANUFACTURERS 





HARDWARE SALESMEN AND/OR MANU- 
FACTURERS’ AGENTS. Experienced only; 
own car. Good following Industrial, Woodwork- 
ing and Furniture Manufacturing. Wonderful 
opportunity with well known New York manufac- 
turer and wholesale jobber. Protected territories. 
Write in full detail. Address Box A-401, care of 
am AcE, 100 East 42nd Street, New York 
iv, mc 2 





Positions Wanted 





5 YEARS’ EXPERI- 
ENCE in buying and =sales promotion of 
imported merchandise, also export. Capable cf 
managing or setting up own department. College 
education, languages. Latest model car. Looking 
for responsible position with good future op- 
portunity. Address Box A-542, care of HARDWARE 
AcE, 100 East 42nd Street, New York 17, N. Y. 


HARDWARE MAN, 





Business Opportunities 





HARDWARE, OHIO CITY, YOUNGS 
TOWN AREA. Sales $15,000 month; same 
owner fourteen years; attractive double corner 
store; busy shopping center; modern equipped, 
like new; complete line nationally known brands; 
$30,000 inventory. Caters to best trade; oppor- 
tunity for partners; health compels quick sale; 
real buy; arrange terms. Apple Company, 
Brokers, Cleveland, Ohio. 





WE ARE CASH BUYERS OF MERCHAN- 
DISE, overstock, discontinued numbers, seconds 
and job lots. Address Box A-549, care of Harp- 
WARE AGE, 100 East 42nd Street, New York 17, 

.. we 





HARDWARE STORE FOR SALE. FIX- 
TURES near new. Clean inventory. Main street 
location. Approximately $50,000.00 total. $20,- 
000.00 will handle. Hurley’s Hardware, Sterling, 
Illinois. 





FREE CATALOG HARDWARE, BUSI- 
NESSES, FARMS, Ranches, income property 
for sale in California, Arizona, Nevada, New 
Mexico, Oregon, Utah, Texas. Contains names, 
locations, gross, lease, rent, price, etc. Specify 
business or property desired and we place your 
request in Special Service Bulletin sent to 
owners. No obligation. Write for Catalog No. 
317, National Business & Property Exchange, 
4101 W. 3rd St., Los Angeles 5, Calif. 





FOR SALE: OUTSTANDING STORE IN 
DENVER, COLORADO. Complete _ hardware, 
housewares and sports departments. Established 
25 years, centrally located, attractive lease. Will 
gross in excess of $225,000. Exceptionally ciean 
stock. .For sale at invoice to settle estate. Re- 
quire $65,000 to handle. Address Box A-516, 
care of Harpware Ace, 100 East 42nd Street, 
New York 17, N. Y. 


FOR SALE: NEW HARDWARE, PAINT, 
electrical, house and giftware store, located cre 
block from main business section in Pennsyl- 
vania Industrial town, 20,000 population. Two 
story building with corner lot and new fixtures, 
$18,850.00. New stock approximately 15,000.00. 
Reason for selling: other interests. Address Box 
A-529, care of Harpware Acz, 100 East 42nd 
Street, New York 17, N. Y. 
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Hickory HaAnp_Les 


seasoned scientifically in modern 
kilns, are moisture controlled for no 
bending, no warping, greater strength. 
A superior handle product assures 
YOU of more customers—write for 
samples and prices today! 


Fleischmann Handle 
Company 


TOWER BUILDING BALTIMORE 2, MD. 





YOUR CUSTOMERS WANT 


re Compound 


Here’s a glazing compound with 
the quality features your cus- 
tomers want...won’t stick to 
hands, and won’t dry out or 
crack. Immediate consumer 
acceptance and best repeat sales 
for you with Handiglaze. 


THe GIBSON-HOMANS company ,4, HUTSON MANUFACTURING co 











CUWMWWS OHA CUTLERY 


os GIFT PACKAGED 


AND PRICED TO BRING YOU MORE SALES 


Carving Sets °* Steak Sets * Kitchen Sets ° 
Cleaver Sets * Table Cutlery Sets * Bar B O 
Sets ¢ Fruit Sets ° Individual Pieces 


Send for illustrated literature! 


LAMSON & GOODNOW MFG. CO. 


47 Conway Street ¢ Shelburne Falls, Massachusetts 














BIG 4 HANGERS 
AND RAIL 


A well-planned building 


usually specifies genuine— 


(ational, 


BUILDERS’ HARDWARE 


This popular line of hardware has been serving the 
trade for over 50 years which accounts in part for the 
wide preference for this hardware by experienced 


STORM PROOF 
DOOR HANGERS 


CABINET 
HARDWARE 


Expert designing and careful, precision construction assure smooth, 
friction-free performance when installed. 

Order your stock now and enjoy profitable sales the year ‘round. 
Large illustrated catalog or a wall chart of the complete National 
line will be sent upon request. Write for your free copy today! 


MANUFACTURING CO 


aA) SeCR LING, tiers 


SCREEN 
DOOR SETS 
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GREENLEE 


There's a Complete Line of 


All are: Quality Built! 
Priced Competitively ! 
Easy to Sell! 

Write today for detailed information on 


their Complete Line of Water Systems 
that are built to be better! 





THE EVERITE PUMP & MANUFACTURING COMPANY, INC 
617 N. Prince St. @ Lancaster, Pa 
"Over a quarter of a century experience” 








FREE 

QUICK REFERENCE FILE 
GREENLEE HAND TOOLS 
Gives facts on the complete 
GREENLEE line of Chisels, 
Bits, Drills, Spiral Screw- 
drivers, Automatic Push Drills 

and other fine tools. 


é 
at 
& 


TOOLS FOR CRAFTSMEN 


_» GREENLEE 











TOOL CO., 1813 HERBERT AVE., ROCKFORD, IL 
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Investigate .... 


ROLLER SKATES 





The Wheel Within A Wheel 
SECONDARY 


CORE 
TREAD 


TRIPLE 
TREAD 
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New lock: Iqee Surivels 


BEAD CHAIN® 


Suwtling Tackly 


Now, you can offer free-spinning Bead Chain swivels . . . with the 
lock-type snap that many fishermen want. Three sizes, 35, 60 and 
150-Ib. test, are available for every type of fishing. Order these 
and other Bead Chain Swivels, Leads, Spinners and Leaders — from 
your jobber, or write: Sales Agents ASHAWAY, INC., ® 
Ashoway, R. |, Product of THE BEAD CHAIN MFG. CO., B 

95 Mountain Grove St., Bridgeport 5, Conn. 














































































BETTER HARDWARE DEALERS FROM COAST TO COAST 


REPORT ARISTO-MATS VOLUME SALES 


WORLD’S FINEST STOVE & ALL-PURPOSE UTILITY MATS 


See Your Jobber or Write for Your Nearest Distributor 


PHOENIX TABLE MAT CO., 1315 w. Congress St., Chicago 7 





SIMPLIFY YOUR besa 


with SPERTI vARABRT 


the all-appliance cord set 


Fits practically all appliances 
Individually packed in  hand- 
some box 

Can be used as extension cord 
Listed by Underwriters Labora- 
tories 


Why stock a half-dozen different cord sets when 
Plugmaster will fit practically all popular appliances. 
The patented jaws of the Plugmaster automatically 
adjust themselves to fit all types and sizes of terminals 

.. round or flat... vertical or horizontal . . . regard- 
less of whether they are 1 inch or 14% inches apart. 





SELF SELLING DEMONSTRATOR 


Nine different sets of terminals—the 
various kinds used on popular appli- 
ances—invite the prospect to try the 
Plugmaster. Once he tries it, the sale 
is made. 

Display FREE to dealers . . . 

with order for 36 Plugmasters. 
Occupies only 634x6-inch space 

on counter. 


Display Piug- 
master and 
watch your 
profits on cord 
set sales grow. 
Ask your job- 
ber or write 
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QUALITY LINE 
of 
BRIGHT WIRE 
GOODS 


Larson Bright Wire Goods are 
packaged in extra heavy tan 
kraft boxes. Yellow labels with 
half tone illustrations are used 


All Larson products are 
100% sorted and inspected 


Larson’s Bright Wire 
Goods fit the need of 
every consumer. 


See Your Jobber or Write to 


CHAS. O. LARSON CO. 
STERLING + ILLINOIS 











FOR HARD OR SOFT WOOD 





FOR METAL, WOOD, PLASTICS 


Cuts easier — simplified design, no blade-slippage. Chrome 
vanadium steel blades, all chromed body. Quick, accutate 
adjustment; self-clearing lead screw. No. 250: %”-1'%", 
retails $1.89; No. 251: %’-3", retails $2.19. Guaranteed. 1’-2%", retails 


ROBERT H. CLARK COMPANY, Beverly 


diameter cutters. High 


$3.95. Guaranteed, 


One Clark Adjustable Hole Cutter replaces several fixed 

steel blade cuts clean, fast 
holes. Fits drill press, portable drill or hand brace. Easily 
set for —> diameter. No. 100: 56-14%", retails $2.95; No. 101: 


NATIONALLY ADVERTISED © SEE YOUR JOBBER OR WRiITe DEPT. HA-4 
Hills, 





° of Fine Precision Cutting Tools 











One set on « Card. 

12 Cards in o bex. 

SIZES 

+ lta 
%” hh” 





GENUINE 
ORIGINAL 


SELL ON SIGHT when these attention-compelling con- 
tainers, box or card are displayed on counters. Genuine DOMES 


DOMES OF SILENCE 


OF SILENCE glide softly, silently, smoothly 
over all flooring; saves floors and furniture For 
years the favorite with houseowners and furniture 
manufacturers. 


Ask your jobber or write 
DOMES OF SILENCE, Division of 


ROBERT E. MILLER & CO. INC. 
35 PEARL STREET NEW YORK CITY 
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